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Refinement is reflected in the footwear selec- 
tions of smart women today. They expect 
inherent quality at a price considered thrifty, but they 
go a step further; they demand the beautiful finish and 
the graceful line attainable only through a combination 
of skillful shoemaking and good designing as applied to 
fine materials. They want that "Beauty of Quality." 
Tweedies ($5 and $6 retailers) are just such shoes. And 
they are of the same good quality season after season. 
Tweedie Footwear Corporation, Jefferson City, Mo. 
Shoemakers since 1874. 
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E. THORP, president of the 
* Pacific Northwest Shoe Re- 
tailers’ Association (comprising the 
five States in the Northwest Asso- 
ciation), says: 
“The Pacific Northwest Shoe Re- 
tailers’ Association is going to have 
a convention in Seattle on June 17, 


18, 19 and 20. 
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“The retailers are putting this 
convention on in full compliance 
with the manufacturers’ code. In 
other words, they are not asking any 
financial participating by the travel- 
ing men nor the factories, nor are 
they accepting any donations what- 
soever. 

“Without a doubt, we are going 
to have the biggest show that we 
have ever had in the Northwest. 
This is our seventh annual conven- 
tion and the registration exceeds by 
far any previous year. Business 
on the coast is decidedly on the up- 
turn. Prospects look brighter.” 


* * * 


OUIS E. KIRSTEIN, vice-presi- 
dent of Wm. Filene’s Sons 
Company, Boston, Mass., says: 








“The future of retailing is in the 
hands of retailers, whether they like 
it or not. 

“Those things in retailing of 
which we are not proud can be cor- 
rected only by retailers. 

“It has been customary, to some 
degree, to blame the buying public 
for certain prevailing conditions in 
store practice that are neither de- 
sirable nor profitable. However, 
unprejudiced analysis shows that all 
these bad habits may be traced back 
to something started and encour- 
aged, or at least condoned, by the 
stores themselves.” 





IVE black cats on Friday the 
13th. 

Austin P. Hermann & Son of 
Chillicothe, Ohio, wait for Friday 
the 13th to come around, for it is 
“Lucky Day at Hermann’s.” Spe- 
cial values in shoes are offered, but 
the great attraction for the town is 
that Hermann’s give away a real 
live black kitten to every child pur- 
chasing a pair of shoes. The jet- 
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black pussies are on display in 
their center window. The signifi- 
cance back of the kitten-giving is 
the fact that it is Friday the 13th 
and the firm is featuring the day by 
offering new Spring shoes on a 
lucky shoe sale day. 




















OOT charm or beauty depart- 

ment for the feet and limbs has 
been opened by The May Company 
in Los Angeles. Miss Alice McDon- 
ald, in the pedal cosmetology de- 
partment at The May Company, 
Los Angeles, says: 

“The idea is taking a strong hold 
on the public and 50 per cent of the 
people whose feet have been beauti- 
fied are coming back for repeats. 
The salon has not been opened long, 
but already is attracting consider- 
able attention and favorable com- 
ment. 

“The first step in the beautifying 
work is to manicure the feet, just 
as one does the hands. The feet 
and limbs are mildly rubbed and 


massaged, but there is no actual 





















































therapeutical treatment, nor is 
chiropodist work done in this de- 
partment. 

“Superfluous hair is removed 


from the limbs by the wax follicle 
remover process. Then the toe 
nails are treated, the same as the 
nails on the hands. The ankle is 
rouged and the general make-up ap- 
plied, natural or sun tan and pow- 
der application. The toe nails are 
filed and the cuticle removed. Fine 
lotions and ointments are used to 
soften and help ‘finish’ the skin. 
Then the feet and limbs are sprayed 
with toilet water, and this about fin- 
ishes the process. At the finish of 
this work, customers say they feel 
100 per cent improvement, for the 
feet and limbs need such a treat- 
ment occasionally, and they go out 
with a new lease on life. 

“For the woman whose veins 
show, a liquid powder is used which 
is heavier, and easy to apply. It is 
not uncomfortable, and is flattering 
to the legs. If the legs are heavy, 
the powder is a few shades darker 
than the skin, as it gives a some- 
what slender appearance. If legs 
are too slim for real beauty, the 
powder is of a pinkish shade, which 
tends to ‘fill out’ the legs’ appear- 
ance.” 


ALKING cards. The out-of- 
doors season being at hand, a 
few walking cards, suitable to the 
style and season, may brighten up 
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the advertisement, liven up the win- 
dow display, catch the favor of the 
customer and sell a few pairs more 
of good shoes; also stimulate the 
exercise on leather that is generally 
beneficial. What would the shoe- 
maker do if folks ceased to walk? 

For a walking card, of a simple 
sort, there is this—‘‘A good walk 
each day will prolong life and mul- 
tiply the pleasures of living.”—J. R. 
Bowlder. 

Or for the lady who buys a pair 
of walking shoes, there is this— 
“The more ladies practice walking, 
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WHAT A COUNTRY! 


—This is the title of a pamphlet recently 


issued by Batten, Barton, Durstine & 
Osborne of New York City. 

—It is one of the finest bits of friendly 
and constructive satire | have read in 
many a moon. 

—After describing what an ineffectual (?) 

little country this old U. S. A. of ours is, 
this pamphlet goes on to say: 
“In spite of our ineptitude * * * we 
have managed to accumulate several 
hundred billion dollars worth of real 
property. We have more cars, bath- 
tubs, colleges and miles of concrete 
than all the rest of the world put to- 
gether. We have thirty million homes, 
most of them with more conveniences 
than are enjoyed by the nobility of 
other countries, etc.’’ 

—If you’re feeling a bit down in the mouth, 
it will pay you to read a copy of this 
booklet. 

—I'm sure B. B. D. & O. will cheerfully 
send you a complimentary copy for the 
asking. 

—What a country! 


fit Tk. 


President. 








the more gracefal they become in 
their movements.”—J. W. Howe. 


* *% *% 


ROTHERS all. The most in- 
teresting annual report comes 
to us from Edison Brothers Stores, 
Inc., of St. Louis. The chart on 
the second page shows five years of 
progress. Net sales for the calendar 
year 1929 were $3,730,037 . . . for 
1930, $4,784,952 . . . for 1931, $6,- 
388,878 . . . for 1932 $7,961,232 
... for 1933 $10,642,991. 

But the most interesting observa- 
tion of all is the unique set-up of 
the officers and directors: Harry 
Edison, president and treasurer; 
Samuel B. Edison, secretary; Mark 
A. Edison, first vice-president; Ir- 
ving Edison, vice-president, and Si- 
mon Edison, vice-president. 


* * * 


ALTER D. DALSIMER of S. 
Dalsimer and Sons, Philadel- 
phia, recently expressed the follow- 
ing arresting thought on women’s 
shoe buying: 
“It’s no trick to buy style shoes. 
Close collaboration of recognized 
stylists and leading shoe manufac- 
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turers has resulted in producing 
shoes of brilliant design and un- 
questionable fashion. And the repu- 
tation of the manufacturer should 
connote quality. But the real trick 
is in knowing when to stop buying, 
and how to merchandise your stock. 

“That, in a nutshell, is the acid 
test of a shrewd buyer.” 


* * * 


LYDE NORTON, buyer for the 

women’s shoe department at 
Neusteter’s, reports an exceptional- 
ly good business on novelty num- 
bers. The department is giving its 
most prominent display space to the 
“Shoe Treasure Chest,” which fea- 
tures fancy shoes to match every 
costume, and sales on the line are 
increasing daily. This department 
is one of the very few in the West 
successfully showing low-heeled eve- 
ning sandals in both silver and gold 
kid. Many other equally extreme 
items are being stressed. 

“We believe women are looking 
for more individuality in shoes,” 
says Mr. Norton. “They want some- 
thing different as well as beautiful. 
As we emerge from the years of de- 
pression buying restraint, I think 
this trend will grow more pro- 


nounced.” 
* * * 


ICHARD H. YOUNG COM. 
PANY, telling the story of 
the kangaroo, say: 

“One hundred and sixty years 
ago a white man first saw a kanga- 
roo. The meeting had its humor- 
ous aspect. It was the famous Cap- 
tain Cook who, on first setting foot 





in Australia, caught sight of a most 
unusual animal hopping across the 
landscape in twenty-five-foot leaps. 

“*What is that?’ he demanded of 
the natives. 

“And they, not understanding. 
said so in their own language. 
‘Kan ga roo,’ or ‘I do not under 
stand.’ The methodical Captain 
promptly noted down the name o! 
the astonishing animal as Kanga 
roo.” 
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B. SOLOMON, buyer of Auer- 

e bach’s Shoe Department, 

Broadway at State Street, Salt Lake 
City, says: 

“We believe that it is just as 
important to move the furniture 
around in our department for the 
sake of change, as it is in the home. 
Frequent ‘moves’ instill new interest 
and pep in the department’s em- 
ployees and they greet the customer 
with new interest. Customers re- 
-pond to changes, invariably com- 
menting on them. The whole idea 
is to make our surroundings inter- 
esting and pleasant so that we feel 
alt home, for our shoe department 
is truly our second home—we work 
and we live in it. The better we 
ieel, the better we sell.” 

* * * 


T. GRANT, head of the W. 
eT. Grant Co. stores, visited 
friends in India while on his way 
around the world, and the Indian 
press interviewed him on plans for 
starting a chain of stores in India, 
thinking it might be so for he was 
accompanied by Mr. B. Gupta, a 
native of India, who has been with 
the Grant stores in this country for 
the past four years. He replied that 
he “is merely on a trip around the 
world.” 

“Billy” Grant started as a shoe 
clerk in the Almy, Bigelow & Wash- 
burn store in Salem, Mass., and 
while merchandising shoes got his 
idea for merchandising other goods. 
His stores continue to deal in foot- 
wear at $1.00 or less. 

*% * * 


HOE wholesalers’ NRA code of 
\J fair competition was considered 
at a preliminary conference held in 
Washington, April 21, before Dep- 
uty Administrator Schrader, and 
considerable progress was made in 
getting the matter in shape for a 
later public hearing. 

The National Association of Shoe 
Wholesalers, to which the respon- 
sibility for framing the code has 
been delegated, was represented by 
President Francis B. Masterson, 
Hub Shoe Company, Boston; Car- 
ter B. Snow, W. H. Miles Company, 
Richmond, Va., chairman, code 


committee; former President Henry 


Bell, Jr., Bell Walt & Co., Philadel- 
phia; Elkan R. Myers, D. Myers & 


Sons, Baltimore, and the associa- 
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tion’s counsel, Judge A. B. Frey of 
St. Louis. The conference is re- 
ported to have been a very har- 


monious one. 
* * * 


OHN L. HARRIS, sage of shoes 
in Harlem, New York, says: 
“Do as you would have others do. 
Do you run a restaurant and eat 
elsewhere ? 
“Do you wear a blue serge suit 








and tell your customers pink is the 
real thing right now? 

“Do you wear bow ties and tell 
the trade four-in-hand ties are the 
only thing for Spring? 

“Do you wear black shoes and 
tell the trade tan shoes are all the 
rage? 

“Being somewhat particular about 
my stomach, I eat in a small local 
restaurant and have the proprietor 
as company. Most of the time I eat 
what he does. Perhaps you can get 
a selling point out of that. 

“If you can’t read between the 
lines—this is a reminder that ‘Fel- 
lers’ like to see themselves as they 
see us. If we wear the up-to-the- 
minute styles, they picture them- 
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selves as they see us and—if it is 
right—they buy. 

“With the sport shoe season ap- 
proaching, we are getting ready to 
dress up our selling staff with light 
gray trousers and sport shoes—and 
they are not going to wear all of 
one kind, either. Each man will 
wear a different pattern and we will 
give the buyer his privilege to se- 
lect what he thinks is the winner.” 


* * * 


HE Edgerton Shoe Company of 

Edgerton, Wis., subsidiary of 
the Nunn, Bush & Weldon Shoe 
Company, Milwaukee, was dedicated 
April 16 in a public celebration at- 
tended by practically every one of 
the city’s 2900 population A huge 
parade and talks by eminent men 
featured the program. 

Flags draped the streets, the Na- 
tional Guard marched and Governor 
Albert J. Schmedeman was on hand 
to congratulate business men of 
Edgerton and the officials of the 
Edgerton Shoe Company for the 
building of the shoe factory, which 
will help solve the employment 
problem in this Wisconsin city. 

The factory cost approximately 
$100,000 and has 26,000 feet of 
production space. The payroll will 
run $500,000 a year. Production 
of shoes was begun April 23 and is 
approximately 3000 pairs daily. 
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Giraffe, elephant, lions and all 
the circus trappings keep the 
youngsters interested and make 
them like to come to Volk Bros. 


LWAYS receptive to new ideas calculated to stimu- 
late interest in shoes and thereby pave the way 
for increased sales, Volk Bros. of Dallas, Texas, 

have recently installed a shiny, new Kidville Circus that 
has added a brilliant new page to the history of this 
live firm’s success in merchandising children’s footwear. 

The circus has proved quite a sensation in Dallas. 
Not infrequently it brings in whole parties of young- 
sters with tense little hands clutched in the fashionable 
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VOLK BROS. OPEN A 
NEW DEPARTMENT 


By ANN BRADSHAW 


gloved ones of their amused mothers. As the smooth 
elevator doors slide open on the third floor and a re- 
alistic papier-mache ticket seller, with a roll of tickets 
before him in his striped awning covered booth, greets 





J. MILTON ROBEY 
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faces of rosy young customers, shouts of merriment 
cush forth. 

If the elephant and clown prove exciting, what of 
the great tawny lion beyond? The pompous, imagi- 
native parade painted in splashy colors along the 
walls!) And the dazzling stools with a gayly striped 
water bucket as their base where the salesman sits to 
try on one’s shoes—that is, when the customer recovers 
<ufficiently from the sights to keep feet still for trying 
on shoes. 

The Kidville Circus was created by Milton Robey, and 
George Robey, in charge of merchandise and store dis- 
play at Volk’s. The complete ring of animals and 
clowns were made in Dallas according to the specifica- 
tions of these decorators. 


LL of the familiar circus entertainers are present,” 

Assia Harold Volk. “Children often visit us now 
in greater numbers per hour than they formerly visited 
us per day to see this realistic looking one-ring circus 
containing all of their familiar friends of story-book 
land. Baby Jumbo, the elephant. Nero, king of the 
jungle. The acrobatic seal. The giraffe. The barker 


and ticket seller. The funny clown and ever-present- 


balloon man are all with us for the children’s amuse- 
ment. Seats and fixtures in the department have been 
redecorated in circus colors and the walls decorated 
with children’s toy characters in large size. Built-in 
windows in the department have been turned into cages 
which contain the wild animals that normally couldn’t 
be turned loose in the ring.” 

A special attraction to the children customers is the 
clown’s generosity with his many-colored balloons. 


GEORGE ROBEY 





Tickets, too, are given the children to admit them to the 
circus—this angle of the merchandising plan increases 
the childish imagination and anticipation and also 
gives him something to take home and cherish because 
of the fun the ticket has brought him. 

Still another shop metamorphosis which has oc- 
curred recently at the Volk store is that of the Salon 
Shop which has come into being as a new shop for 
mothers and grown-up daughters. Depending upon 
luxurious furnishings and the soothing effect of soft, 
full draperies against long windows and the peaceful- 
ness of indirect lamps for its sales appeal, this shop 
houses shoes from $12.50 up, each shoe bearing in its 
lining heel “Volk’s Salon Shop.” Tall, narrow dis- 
play windows at the shop entrance sides display the lat- 
est salon shoes in combination with correct and equally 
smart accessories, handbags and gloves in particular. 

Centering the new shop is a reading table surrounded 
by chairs in various soft colors of shoe leather used for 
their upholstery. 

“Here is a large room where women may shop with 
the utmost dignity,” said Mr. Volk. “It is based on 
women’s needs in a club room.” 

Wide, arched mirrors make up two ends of the salon 
room, and the same artistic arch curves over the shop 
entrance, which is refreshed with pots of palms and 
ferns. 

In keeping with Volk’s promotion policy, both new 
shops, ‘Kidville Circus and Volk’s Salon Shop, have 
been introduced to Volk customers in newspaper ad- 
vertisements and accompanying publicity news stories 
as well as stressed in street window displays. 

In commenting on the new Kidville Circus depart- 
ment and its success, J. Milton Robey said: 

[TURN TO PAGE 44, PLEASE] 





A novel window display and clever advertising announced the 
opening of the new Volk Bros. children’s department. 
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TEXTILE COLOR CARD ASSOCIATION 


Chart used by Mrs. 
Rorke to demon- 
strate shoe colors 
and their comple- 
menting shades 





By MARGARET HAYDEN RORKE 


Managing Director, Textile Color Card Association 


OR a goodly number of years you have asked me 

to come to these meetings to interpret the barom- 

eter of color. This year I come with a new and 
greater zest motivated by the rapid changes that are 
moving so dramatically across our industrial and na- 
tional panorama. 

Since I last spoke to you from this platform tor- 
nados, gales and cyclones have swept across our busi- 
ness path. Even fashion has developed a stormy and 
windswept movement. But it’s an ill wind that blows 
no good—and our resistance to its velocity has de- 
veloped the great automotive feat of “streamlining,” 
and, significantly, a new word in our engineering and 
fashion lexicons. But I think there is a far deeper sig- 
nificance to this coinage. Our whole industrial and 
economic scheme is being “streamlined” and business 
is developing a “weather science” and watching the 
winds. 

We know that in the world of color, like the winds, 
we have the doldrums and the trade winds. Our vane 
will indicate both, but since the trade winds are our 
most steady and helpful ones, blowing from north, east 


and southeast, our arrow points due north to brown to 
start its wind-blown journey. 

As we take a rapid glance at our compass, you note 
that I have divided it into eight segments, making the 
four points of the compass indicate the four basic color 
families—brown, green, red, blue—and bisected some 
of these with the colors that, though relatively less im- 
portant, will, nevertheless, form a definite part of our 
Fall Colorscape—such as rust, gray-taupes, beiges and 
lively shades. 

Thesé eight segments, then, represent the reason for 
the shoe colors selected by your joint style committee 
on March 1 and now portrayed in the official color card. 
And the reason why the tanners at this conference are 
showing these colors in their respective leathers. 

Every shoe color has a very significant place in its 
kinship to each segment of the color compass which 
highlights the leading colors to be promoted by the 
textile and millinery industries and their related trades. 

Before demonstrating how the new and repeated shoe 
colors key with the costume shades, let me review brief- 
ly the names of the colors and their classifications: 
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Compass of COLOR - - - 


On the vital subject of color, in its relation to fashions, no one in 
the country is qualified to speak with quite the same degree of 
authority as Margaret Hayden Rorke, managing director of The 
Textile Color Card Association of the United States, Inc. Because 
of her intimate knowledge of color trends, not only in leathers and 
shoes but in the fabrics and costumes that form the background for 
shoe colors, Mrs. Rorke is always a welcome adviser at the style 


conferences of the shoe and leather industries. 


Her analysis of the 


Fall colors, as given at the recent conference and reproduced here- 
with should be read and preserved for reference by every retail buyer. 


New High-Fashion Colors—Marrona, French Ma- 
hogany, Tailleur Green, Indian Copper. ; 

Repeated High Fashion Colors—Gungrey, Brown 
Taupe. 

Repeated Classic Staples —- Indies Brown, Biscay 
Brown, Marine Blue, Flintgrey, Fawn Brown. 

And now let us go back to the weather vane and 
watch how the wind blows. 

In summarizing the importance of each color family, 
great emphasis should be placed on brown. I predict 
that its position in next Fall and Winter fashion will] 
be analogous to the place that blue holds in this Spring 
and Summer stylescape. By the same token that the 
warm blues have overshadowed the cold blues, so will 
the rich warm browns, with slightly mahogany, chest- 
nut and plum undertones outstrip the colder grayish 
browns. Hence Marrona has an excellent opportunity 
as a rich chestnut brown, to be merchandised success- 
fully as a high-fashion volume color because of its 
splendid combining qualities with all the new ruddy 
and chestnut costume browns. I believe it will stand 
the laboratory test of high fashion, developing later into 
that volume strata known as “consumer acceptance” 
and capable of some day filling the place of that old 
and tried friend “Indies.” But this old friend is still 
in the running with good odds. For it continues to 
maintain color qualities of warmth plus neutrality and, 
as I have demonstrated, has an assured place as the 
darkest classic staple brown for mass volume. And it 
is still fashion-right. So, despite any sartorial or other 
forms of “revolution” that may be in the offing, it’s 
not time yet to cry: “The King is dead; long live the 
King!” 

Other high-fashion notes in the red-brown group are 
the mahogany and plum types of textile browns. To 


complement these the shoe color French Mahogany 
has been especially chosen. It should not be classified 
in the volume category, but can be employed success- 
fully as a new brown if merchandised in its proper re- 
lationship to similar costume shades and as a smart 
complement to vintage reds and grape tones. The 
emphasis that the textile industries are placing on the 
brown family as the closest runner-up to black gives 


the same emphasis to the brown shoe occupying a com- 
_ parable position in the shoe colorgraph. 


DDITIONAL browns of established acceptance, 
though lesser lights, are Biscay Brown and Fawn 
Brown. The former keys with the gray-brown textiles 
and complements taupes, dark beiges and soft greens; 
the latter especially as an excellent combining color 
with Indies Brown and Marrona. 

There is no question but what our industrial and 
national tempo is gayer, more optimistic, more colorful. 
A fresher wind is blowing and business is slowly but 
surely being driven out of the doldrums by the encour- 
aging trade winds. We may not as yet have started a 
“heat wave,” but the temperature is rising in the direc- 
tion of color and more color. There is a shifting away 
from black in respect to its old-time volume. The 
forecast indicates that color—per se—will rise well 
over the 50 per cent mark, with browns being given the 
largest slice of the “color pie,” ranking second only 
to black, as a unit. 

With the death of the 18th Amendment and the 
birth of the smart cocktail bar, we have a new verve 
in social and fashion interest. A new desire to dress 
smartly and be colorful. Not for many years has the 
shoe and leather industry had such an excellent op- 

[TURN TO PAGE 44, PLEASE] 










































Behold the boot, the 
climax of the Fashion 
Show! A dude ranch 
type, and a custom 
model. In black, bark 
tanned leather with 
underlays of red and 
green patent and the 
hollow leather heel 
used in Russian officers’ 
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ENTER THE 


A New Scheme in Interior Decora- 
tion—A New Theme in Shoes 





This shoe shows the use of bright 
contrasting heels and touches. In 
black kidskin with green silk kid 
heel and trim, green stitching. 


An evening slipper in red satin 
combined with gold and silver 
appliques — showing the new 
method used in place of cut-outs. 





High cut afternoon oxford in 
Marrona brown suede with match- 
ing patent saddle and patent 
heel. All detailing outline with 
orange stitching. A new treatment 


The nine shoes shown here are 
from the Joint Styles Conference 
fashion show as staged by Miss 
Ruth Kerr. This show offers a 
practical and attractive suggestion 
for a shoe store style presentation. 
Miss Kerr's setting was a screen 
built on Neo-Classic lines which 
allowed only the heads and feet 
of the models to show. (Note the 
effect in the snapshots.) Spot- 
lights on the heads, footlights 
laid on the inside of the screen 
were used for lighting effect. 


A new ghillie illustrates light 

contrast on dark leather. In 

Indies brown service calf with 
Bourbon trim. 
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E} NEO-C 








Alligator is revived in Fall shoes. 
Shown here in a Scotch sandal of 
unusual design in this leather. 












Oxford in diamonds of Indies 
brown patent leather and suede 
with contrasting orange stitching. 


din Monastery seal shoe in Monk HIS theme of the Neo-Classic 
atch. brown with copper colored piping was the basic motif chosen by 
aten! and copper wire rings around its ‘ ; 
with heels. Very novel and interesting. the Joint Styles Conference for its 
ment Fall recommendations. In stress- 
ing this particular idea, the com- 
mittee has related shoe fashion to 
a general movement in all design, 
whether for furniture, silverware, 
or articles of apparel. The ten- 
dency is to return to classic forms 
for inspiration. We are reviving 
designs in which fine proportion 
rather than ornament is the essen- 
tial thing. ° 
lf we look back, we can see this 
Neo-Classic idea as the third step 
in the evolution of recent seasons. 
First we had fussy shoes with 
sl: ” ° e 
light Colonial pump in Indies brown —_ bit-y gene of decoration. 
“— Ndi See” hea,” moneas en we had ultra-plain shoes. 
with leather, silk kid lacing. And now we are striking a hap- 
{All protected designs) pier medium. We are thinking of 
proportion first but building in- 
teresting designs on these classic 
shells. The same thing has hap- 
pened in all phases of design. 
First the fussy, then the harshly 
modernistic and now the Neo- 
Classic with its strength, simplic- 
ity and greater beauty. 














new selling points to help maintain their prices. 
The featuring of novelty heels, ringless promo- 
tions, the emphasis on flexible welts and other features 
of fit are all part of an aggressive effort to make style 


sto these days are looking for stockings with 


in stockings mean something again to women. The 
new “Inside-Out” stocking fits into this new scheme of 
merchandising. In this patented hosiery, the reverse 
side of the fabric is used on the outside, with seams 
finished off smoothly. The result is a softer texture 
that clings closely to the legs and has special wearing 
qualities. 

And still they come, the sandal soles. Every week 
the idea gets more promotion. The latest slant on san- 
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Selling 
Points 
of New 
Hosiery 


By RUTH 
HARRINGTON 


Photo of new “Inside-Out” stocking by Roman Stripe Mills. 


dal stockings is their introduction in “Sister sets.” In 
last week’s issue we described “Sandal-Ace” and “San- 
dal-O” for walking sandals and formal wear. This 
week “Scandals” and “Follies” appear on the scene for 
day and dress. “Scandals” has no reinforcements what- 
soever. “Follies” has a tiny toe, narrow sole and a 
suggestion of a heel. Between them they cover the 
sandal situation in shoes. 

When the Joint Styles Conference launched boots, 
the hosiery trade sat up and took notice. Will we go 
in one leap from sandals that are next to nothing to 
knee-high boots? What will be the effect of boots on 
the selling of stockings? The optimists say: “Well, 

[TURN TO PAGE 40, PLEASE] 
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MRS. HELENE FREEMAN, Merchandise Councillor of 







Propper-McCallum, who has recently returned from a 
country-wide tour of hosiery departments asks this 


leading question :— 


seems obvious enough that a shoe store hosiery 
stock should match up, in types, colors and sizes, 
with the shoes sold in that store. Yet, as we all 
know, it is so often the obvious thing that we don’t do. 
Time and time again, in visiting shoe stores, I have 
found an amazing lack of coordination between shoe 
and stocking selling. And in every store, I believe, 
ereatly increased possibilities for business lie in a 
closer relationship between these two divisions. ‘ 
We are coming into a period of new interest in shoes. 
Their basic lines are more striking. Their detailing is 
stronger, their colors more varied. Stockings, too, are 
In construction, in 
A shoe store, 


being more creatively designed. 
novelty detail and, of course, in color. 
naturally, cannot carry every new number that comes 
on the market or every new color sponsored by fashion. 
But the shoe store can choose those particular stocking 
fashions that tie in closely with footwear trends. The 
proper selection of hosiery requires just as careful 
thinking as the choosing of shoes. Every successful 
shoe store has a definite policy in buying its footwear. 
And the successful stocking department must reflect the 
same merchandising plan. 

Sport shoes, for instance, are on the increase. And 
yet in many shoe stores I have visited there wasn’t an 
anklet to be seen. Go into the department stores this 
Summer . . . they are blooming with bright-colored 
sport socks. Shoe stores should be getting a slice of 
that business. Every sport shoe sold without a special 
sport stocking is only half a sale. 

A play for the younger business is being made in 
many shoe stores today. These “fast numbers” in 
shoes should mean a few fast numbers in stockings. 
The sandal fashion is a case in point.. They are tricky 
things to handle . . . these new sandal stockings. They 
cannot be expected to give a long life of wear. But 
certainly they belong in a store featuring open-toe san- 
dals. And certainly the young things want them! 

I find just the opposite situation is also often true . . . 
a store with a good, sound, conservative clientele for its 
shoes will feature stockings that don’t belong in the 







Do Your Stockings 
Fit Your Shoes? 





Are you selling:— 

Novelty hose for your young shoe customers? 
Good enough stockings for your conservative customers? 
Enough sport stockings for your sports type shoes? 
Large enough stockings for large shoe sizes? 


Have you tried hosiery coordination slips in each pair 
of shoes? 


picture. Stockings that are too sheer, too flimsy, stock- 
ings that don’t give the service these women really want. 
Such stockings may sell once on a price appeal, but the 
women who buy them don’t come back for more. 

In choosing hosiery sizes, too, there is just as much 
science as there is in sizing shoes. A hosiery size scale 
could be made up to fit the shoe scale and that pro- 
portion in buying should be followed consistently 
throughout the season. Slow turn-over stock in shoe 
stores so often lies in the small sizes . . . these eight- 
and-a-halfs that stores order because they see them on 
the order blank. They will buy these small stockings 

[TURN TO PAGE 40, PLEASE] 
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A UNIQUE feature of decoration in the twin hosiery and shoe departments of F. C. 
Nash and Company, Pasadena, Calif., is worked out with richly colored pottery from 
Catalina Island. The pottery and colors are changed frequently to tie in with the 
predominant colors in hosiery and shoes that are being shown. The idea is not overdone, 
but choice pieces are placed here and there often with floral displays from the floral 
department. This manner of emphasizing coior not only contributes to the attractiveness 
of the department but actually promotes sales by directing attention to the fashion 
significance of color in stockings and shoes. 


Here Color Sells Hosiery 


motif, harmonizing with the women’s shoe de- 
partment, has been installed by F. C. Nash and 
Company, the largest department store in Pasadena. 

Miss E. LePine, who has been with the store for 
about a year, is manager and buyer. The stock has 
been increased and additional stress is being placed 
on children’s shoes. Three prices in women’s hosiery 
are being featured. 

W. P. Warmack, buyer for the women’s shoe depart- 
ment, finds that the new hosiery department increases 
sales for him. A few of the finer shoes, especially the 
leading novelties, are displayed in the hosiery cases, 
and the shoe department displays have been spaced so 


A NEW hosiery department done in modernistic 


preerens 


as to be continuous with those in the hosiery depart- 
ment. The inter-play between the departments is help- 
ing sales in both. The unit sale in each department 
has advanced. . 
Shoe stores desirous of increasing their volume of 
hosiery business should, first of all, give careful at- 
tention to the layout, location and equipment of the 
hosiery department. No longer is it sufficient to give 
hosiery an obscure counter somewhere in a corner of 
the store. Women of today regard their hosiery pur- 
chases very seriously, and it is essential to provide an 
environment in which they can make their selections 
with the assurance that they have all of the facilities 
provided in the up-to-date department stores. 


Observe the careful attention given to display of hosiery and yas ia this new hosiery department in the store of F.C. Nash & Company, 
lena. 
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THE 


EDITORS 
OUTLOOK 


BY 
Editor 

WO merchants set out to make a market trip by 
f poms They left their home town and New 

York was their destination—a two days’ journey. 
A traveling salesman accompanied one of the buyers. 
The idea was for the men to meet at a half-way point 
to rest and refresh themselves for the night. When 
they reached their first night’s destination, at the belated 
dinner, the traveling salesman said: 


“I know more about the business of you two fellows- 


after today’s riding than I ever knew before. In your 
case, Jim, you have taken a dozen risks to life and 
limb and all your conversation is about the hazards 
of the day. You have told us of the stretch of road 
on which you were able to do seventy miles an hour. 
You bemoaned the blowout. If you run your business 
at the life or death rate that you drive your car, it 
must be in a sorry mess.” 

The salesman then commented on his companion, 
Dan, who arrived at the first day’s destination several 
hours ahead of Jim and none the worse for the journey. 
The salesman said: “I can see, Dan, how you do busi- 
ness and the smoothness of operation in the store must 
parallel your steady gait of forty miles per hour over 
the road. At no one time were you operating without 
reserve speed. You were pressing the distance all the 
time and you arrived at the destination physically and 
mentally fit.” 

The parallel between driving a car and driving a 
business needs no more elaboration, for it is obvious the 
character of the business is pretty much the behavior 
of the merchant as a man as well as a business man. 
In the next eight weeks, the profits of the Summer sea- 
son must be made and the smoothness of operation 
should be the first thought of the merchant. Every 
day’s shoe selling must show “a pick-up.” Every in- 
dividual in the store must be made responsible for 
the operation of a properly balanced service. Now is 
the time to pick up the energy formerly wasted in store 
duties not leading to a useful sale. 

“Press the sale” of shoes at retail. Have something 
definite to sell each day and each week. The theme 
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Press the Sale of 
Shoes in Season 


of Sport Shoe Week seems more and more logical 
as a peak promotion because of the backward weather 
and the delay in Summer shoe buying. Spring shoes, 
as such, were nipped by the late frosts. Some merchants 
put more speed into selling and more P.M.’s on each 
pair to help move the Spring shoes. Don’t dump new 
shoes in clearance—they are too good to sacrifice. 

Now comes the best selling period of the year— 
eight weeks to move a- mountain of shoes at a profit. 
Never were the showings to the public more interesting. 
There is a thrill in sandals for women customers; the 
novelty of the heavy crepe soles for young men cus- 
tomers and the splendid diversity of basic whites, ven- 
tilated and Summer types of shoes for men. It now 
appears that the eight weeks will be heavily con- 
centrated on sport and novelty type footwear. All the 
more reason for getting a thrill over the business when 
the public is interested in “going places.” 


IVE a reward to the salesman who makes a double- 

header and increase it for the man who makes 
three cash sales to a customer, for that type of salesman- 
ship is a glory to any business. The public is going to 
find expression of the new leisure in footwear first— 
provided every store presses that point. The machinery 
of industry is geared up to a better rate of speed of 
production and distribution than ever before. To move 
the shoes in season is to prevent the possibility of loss 
after season. The public wants to see new shoes. It is 
no way to open up a sport shoe season with a window 
full of the errors of previous seasons, marked at a price 
to clear. Freshen the goods with a fresh approach. 
Create fresh opportunities for giving the public desires 
for new shoes. 

It has taken months of preparation to get the shoe 
stores of this country ready for the eight weeks of 
selling just ahead. To fall down now would interrupt 
the entire scheme of national shoe recovery. It is true 
the public has been pretty consistently buying pairs 
of shoes for use during the depression. But mere util- 
ity shoes are not enough to give the necessary bulge 
to business. Perhaps the extra thrill is not to be 
expected in an industry that has kept a level keel. The 
public is receptive to new and better shoes and this 
is the time to “press the sale” in a steady movement 
all along the line in men’s, women’s and children’s 
footwear so that the first six months of operation in 
1934 may be put on the record as being the shoe indus- 
try’s contribution to national recovery. 
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Decorative ideas like 

the use of the glass 

bowl in this Franklin 

Simon display, en- 

hance the eye appeal 
of windows. 


HIS is the time of year when the shoe merchant 

should take special thought of his windows. Win- 

dow displays are important, vitally important, 
at all times, but in Spring and Summer they have a 
special significance. Any window display is valuable 
to the store in direct proportion to the number of peo- 
ple who see it. And it is probably true that more peo- 
ple go window shopping in Springtime than at any 
other season of the year. 

In the cold winter months people hurry past your 
windows. There isn’t much incentive to stop, linger 
and look. Everybody’s mind is centered on his or her 
immediate destination. There’s an inclination to walk 
briskly: If they stop and look at the merchandise in 
your window, the chances are that it’s a hasty survey. 
If you have something prominently featured that par- 
ticularly interests a prospective customer, that quick 
look may be sufficient to get attention and produce a 
sale. But the prospect of making your windows do a 
selling job isn’t so good in February as in May. 

In Springtime the tempo of life changes. People slow 
down a bit. There’s a mild relaxation that comes with 
warmer weather, call it Spring fever or what you will. 
We don’t hurry quite so much, most of us. There’s an 
inclination to stroll leisurely and gaze about casually. 
It’s more natural to stop and look. And this slowing 
down tendency coincides with the time of year, when 
people are most likely to be thinking about new apparel 














and new shoes. Spring is the time of year, of all times, 
when everybody is eager to discard the old things 
and put on the new. Thus we have a double urge to stop 
and look at things in windows, particularly if they are 
new and seasonable things—and if they are shown in 
an attractive way. 

A little later on, in the hot Summer months, there 
will come the tendency of people to rush away from 
city shopping centers and congested areas, out into the 
cool of the country, the suburbs and the shore. This 
also tends to lessen the publicity and pulling power of 
windows in the proportion that it takes people off the 
street where your store is located. But in May and 
June it’s pleasant to walk about in a leisurely and aim- 
less fashion. In these months, and in the early Fall, 
streets are thronged with people, not to the same de- 
gree as in the frantic Christmas rush, perhaps, but peo- 
ple vastly more respsonsive to the sort of merchandise 
promotions that they see in windows. This is espe- 
cially true in the evening, and evening is the favorite 
time for window shopping. More people walk to the- 
aters at this period of year. Watch the crowd as they 
come out of the movies, and see how many loiter about, 
gazing into shop windows before they hurry home by 
street car or motor. 

There isn’t any off-season for window display in the 
shoe store, or any time when the retailer can afford to 
overlook or neglect his windows. But there are times 
when he should make a special effort to spruce them 
up, and Spring is one of these times. It’s a good time to 
spruce up everything about the store, inside and out, 
to paint up, trim up and put in some new equipment. 
And a particularly good time to give your windows 
some new treatment that’s entirely fresh and different, 
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Springtime, 
| Go Window Shopping 


WINDOW DISPLAYS play a leading role in shoe promotion 
in season and out of season. But there are certain times 
when it's specially important to spruce up your windows 
and give them a sales appeal that's fresh and different. The 
month of May is one of those times. Read the reasons why 
as outlined in this article, and then dress up your windows. 


io install some new backgrounds and provide a different 
style of platforms or display stands than those you have 
heen using. 

The month of May will witness your first presenta- 
tions of several classes of merchandise, timed for this 
season of the year, such as white shoes, sport shoes, etc. 
Don’t make the mistake of simply adding a few pairs 
of these various style groups to the more or less cut- 
and-dried types of window displays that so many stores 
have had all Winter. Now you have something really 
interesting and exciting to show your customers. But 
they won’t get excited over anything you have unless 
you do. You can’t expect the public, weary of so much 
promotion and so many different kind of sales, to give 
your Summer footwear an enthusiastic round of ap- 
plause unless you dramatize the show with a stage 
setting worthy of the act. 

Make every window display in May and June a 
sales promotion event in which you show the public, 
not only the new shoes you have bought for early 





A pleasing arrangement 

of shoes in a sports foot- 

wear display by Best & 

Co., Fifth Avenue, New 
York. 


Summer selling, but the use of them and the part they 
are destined to play in the general style and apparel 
picture for the Summer season. 

Just as it is good advertising policy to put on the 
pressure at the periods when the public is most certain 
to be in the market to buy, so also is it wise procedure 
to plan displays that are especially appealing, striking 
and attractive at times when you are reasonably certain 
your windows will get more attention than usual from 
the people who pass your store. It is easier to move 
with the crowd than against it, and crowd psychology 
is one of the underlying factors that play a part in 
determining what sort of results you can expect to get 
from your windows. In planning a window display, 
always try to think first of what interests and activities 
are uppermost in the minds of people at the time when 
they will see your display, and of the part that shoes 
——your shoes in particular—will play in these activities. 

Don’t overlook the importance of effective lighting 

[TURN TO PAGE 46, PLEASE] 
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LOPSIDED HEELS 


CAN 


INJURE 
THEIR FEET 
FOR LIFE 





P PEOPLE only knew it, many 

life-long foot itls— weak 
arches, flat foot, bunions — may 
be traced to wearing lopsided 
shoes in childhood. 
For, as the heel inclines so the 
foot is bent. The heel is the key- 
bone of the arch. If the heel 
wrenches over with every step, 
the arch is twisted, weakened ~ 
harmfully straining the foot. 
Protect their busy feet — keep 
their heels straight and their 
arches sound — by insisting that 
their shoes have Goodyear 
Wingfoot Heels. 
These heels are so tough, so re 
silient, that they hold their shape 
~wear down EVENLY — thus pre- 
venting shoes from running over. 
Isn't it significant that more 
people walk on Goodyear Wing- 
foot Heels than on any other 
kind? Give your children this 
safeguard now — while their feet 
are growing. 


GOODS YEAR 


¥ 
WINGFOOT HEELS 








beep shoes and feet straight a 
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- Feet Hurting? 
Look out for 






BW people realize how 
much foot-misery can result 
from wearing lop-heeled shoes. 
But just feel your foot. You'll 
find that the heel is the most 
important bone in the arch. 
When it turns over the whole 
foot is wrenched, straining the 
arch, And the foot is jammed 
against the side of the shoe, 
inviting corns and bunions. 
That’s why there is ia word red 
Goodyear Wingfoot Heels for 
touchy feet. Goodyear builds 
these heels so resilient, so tough 
that they wear down EVENLY - 
beeping shoes and feet straight; 
relieving strain. 

Proof of that is the fact that more 
people walk on Goodyear Wing- 
foot Heels than on any other kind. 
You'll rejoice in their comfort. 
able, casy- walking protection, 
too, 


Have them put on today — at 
any repair 





¥ 
WINGFOOT HEELS 
heep shoes and feet straight 
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Waterproof 
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Wingfoot Soles 


make shoes wear longer 
by the makers of 
Goodyear Tires 
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tiITHE BUY WORD 











He thought he had BIG SHOE 


EEK after week Goodyear’s | WEAK ARCHES BILLS ARE 
—but it was only —— 


TWO big advertising cam- 
paigns in The Saturday Evening LOPS! DED 
Post, Liberty and Collier’s are 


hammering this fact home to 
thirty million people — 








The name “Goodyear” on heels 
and soles is a mark of quality — WITH THESE 
of economical wear —of extra | | SOLES y 


value! i 
H At sst be real 
- , e ¥ if he didn’ 
ANY a man would have a But ees phere she Ara 


lot less trouble with his jut 
feet if he'd only pay a little more sliding runs wp chee bite a 


Today millions more people are otal | wid matter how much you leat 


° —feel Don’: ot he 
g ms Proof? Grasp your foot t spoil his fun. Shy 
how the heel-bone supports the breath-and 5 ‘© your 
walking on Goodyear Wingfoot wr Neural, ttopnded shoe ting Be ancate mendh=by get 
t the heel drop over at every Wi year 
ee ton arch “falls,” too ingfoot Soles. 


Heels than on any other kind — in, Oe oe ae tik deeded 
Pp Don’t risk that! Keep your poser built will outlast ese poate a 
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That's why more people walk lor this trade-mdrk— 


on Goodyear Wingfoot Heels 
than on any other kind— they 


Doesn’t that prove that two good rae Geet feeling better! You'll 


find no foot-tonic like them — 





at all repair shops. 


names are better than one? fe, 


Wouldn’t it pay you to feature 
shoes with the extra sales-power 
of the Goodyear name? Wingfoot Soles | 


4 eke shoes wear longer 


Made by the 
WINGFOOT HEELS odor Tires 
keep shoes and feet straight | 


| WINGFOOT 
SOLES aw HEEL 


When writing advertisers please mention Boot and Shoe Recorder 



































BOOT AND SHOE RECORDER, May 5, 


> NATIONAL SHOE 
NEWS BULLETIN 


1934 








NEW COMMITTEES 
NAMED 
GRIEVANCE COMMITTEE 


George Hess 
N. Hess & Sons 
8 E. Baltimore Street, 
Baltimore, Md. 
David S. Josephson 
195 Broad Street and 134 E. State Street 
Trenton, N. J. 
George J. Bunn 
60 E. Main Street, 
Salem, Ohio 
J. H. Roberts 
c/o Stone Shoe Co. 
318 Euclid Avenue, 
Cleveland, Ohio 


INSURANCE COMMITTEE 
H. C. McLaughlin 
c/o Potter Shoe Co. 
18 W. Fifth Street, 
Cincinnati, Ohio 
Harry E. Fontius 
c/o Fontius Shoe Co. 
16th and Welton Streets, 
Denver, Colo. 

A. H. Geuting 
c/o Geuting’s 
1308 Chestnut Street, 
Philadelphia, Pa. 
John J. Baird 
A. H. Pitts Shoe Co. 
162 N. High Street, 
Columbus, Ohio 
Carl G. Burgstahler 
c/o F. E. Foster & Co. 
115 N. Wabash Avenue, 
Chicago, Il. 
John O’Connor 
O’Connor & Goldberg 
205 S. State Street, 
Chicago, Ill. 


RUBBER COMMITTE 
C. E. Williams 
c/o C. E. Williams Shoe Co. 
6th and Franklin Streets, 
St. Louis, Mo. 
Jesse Adler 
c/o Adler Shoes 
225 W. 125th Street, N. Y. C. 
Ben Cohen 
c/o Kaufman Co., Shoe Dept., 
Pittsburgh, Pa. 








In Service to the Merchant 


Boot & Shoe Recorder Publishing Co., 
239 West 39th Street, 
New York, N. Y. 


Dear Sir: 

I want to convey to you on behalf of the National Shoe Retailers Associa- 
tion our appreciation for the marvelous cooperation the Boot & SHOE Re- 
CORDER has and is giving our Association. We are extremely grateful for the 
generous amount of space allotted for our bulletins. The recent April 7 
pre-convention issue was profusely illustrated with informatory and unusual 
news items, and the report of the N.S.R.A. Styles Conference in last week's 
issue was one of the most comprehensive ever. 

I feel that I am expressing the views of the shoe retailers the country over, 
when J say: “Your publication is serving them well and the benefits they 
derive from its pages are of of untold value.” . 

With best wishes for your continued success, please believe me. 


Cordially yours, 
M. A. MITTELMAN, 


President, 


N.S.R.A. 





Are You a Ride 
“Thumber” 


When a man joins a trade asso- 
ciation he cannot anticipate a direct- 
profit return for his investment. His 
trade association may pay divi- 
dends, but not in the usual sense 
of that word. Further, he must in- 
vest in his trade association some of 
himself as well as some of his 
money. He or his firm must assume 
a share of the responsibility for the 
association’s activities, whose effec- 
tive performance costs not only 
money but cooperation. — From 
“Trade Association Activities,” Is- 
sued by U. S. Department of Com- 
merce. 


The Buyer 
Who was not a N.S.R.A. member 


The typical buyer is a man past 
middle life, spare, wrinkled, intel- 
ligent, cold, passive, noncommittal ; 
with eyes like a codfish, polite in con- 
tact, but at the same time unrespon- 
sive, cool, calm and damnably com- 
posed as a concrete post or a plaster- 
of-paris cast; a human petrification 
with a heart of feldspar and without 
charm or the friendly germ, minus 
bowels, passions or a sense of humor. 

Happily, they never reproduce and 
all of them finally go to Hell. 


By E.sert Hussarp 


Miss Downey Goes to 
Binghamton 

Miss M. Downey, who is a mem- 
ber of the children’s style committee 
of the N. S. R. A., has resigned her 
position with James McCreery’s 
34th Street store, and has now be- 
come buyer of women’s shoes for Sis- 
son Bros.-Weldon Company of Bing- 
hamton, N. Y. Miss Downey also ad- 
vises’ that a new children’s shoe de- 
partment will be established, of which 
she will also be in charge. 


1934 Color Cards 
Available 


All members of our Association ‘e- 
siring Color Cards for the Fall seas»n. 
1934, can have them on application 
to headquarters, 3022 Empire State 
Building, New York City. In previous 
seasons a charge of one dollar was 
made for these cards but it has now 
become an Association member °er- 
vice. 
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RETAILERS ASSOCIATION 


HEADQUARTERS :—3022 Empire State Building, New York 
JOHN J. HOLDEN, Manager 








Follow the Lead of the Style Report 


The men’s shoe business will then get 
its share of the consumer’s dollar— 
by Ernest J. Smith 


if we sit in the background waiting for men to replace their old shoes 
with the same style they’re wearing, that’s all we'll get. Naturally, he will 
spend his increased dividends and increased earnings for something else. 
We must get more of every man’s income for shoes and we can get more of 
it if we really try. 

Often times you hear it said that men resist style suggestions and style 
merchandise—anything of a novelty nature. Little do you wonder—they 
see it so seldom shown to them. Wouldn’t it look strange to anyone? 

In view of the fact that men are less interested in trying to out-do their 
neighbors in a style-dressing way and they seldom desire to keep up with 
the Jones’ as to their wearing apparel, it is all the more necessary that a 
concentrated effort be continuously applied by the shoemen to get their 
customers into a state of mind that makes them more style and fashion 
conscious. 

All our shoes wear too long, they fit marvelously, if properly fitted, give 
comfort, and we’ve stressed price until the dollar sign fairly antagonizes the 
purchaser. Price has lost its appeal. What now? Let’s talk a variety of 
styles for the men and wean them away from the idea of “one pair on their 
feet and none in the closet” to “several pairs in the closet—one for each 
suit or each occasion.” Don’t sell two pairs of the same kind for the 
customer merely wears them out in succession or alternately and thus you 
have prolonged seeing him for another wearout. 


You can’t very well expect your salesmen to sell more pairs without 
the proper variety and seasonal novelties. Don’t expect them to put over 
the extra pairs without the proper enthusiasm that only you can supply. 
Even if your men show the new types and enthuse over them to a prospec- 
tive customer (who doesn’t buy) at least you have impressed him that 
your store is on its toes and really carries something different than he 
usually buys. 

Play safe on your novelty shoes—buy middle sizes. Carry your style 
numbers in each price range with greater variety where your records show 
greater turnover. 

Of course, the question of “markdowns” has always been the greatest 
drawback against carrying more style and novelty merchandise. True 
enough this class of shoes will always take a large share of your markdowns. 
But the price of the reputation of always having complete assortments, and 
the right merchandise for the right occasion, is small in comparison with 
other types of advertising. It Becomes a Charge to Advertising Rather 
Than a Markdown to Loss. 

Now, how can we wean Mr. Everyman away from his everyday business 
shoes? How can we make him conscious of a desire to wear something 
different rather than stick to the same old black straight-tip oxford? It 
is the job of every shoeman to turn this lack of interest into a real desire 
to be properly shod on all occasions. 

First of all, let the buyers and managers get this first-hand information 
from style sources. Attend your style conferences and shoe shows. Study 
the fashion trends from your trade magazines. Equip yourselves with’ all 
the knowledge you can get. But don’t stop here. Pass the digested infor- 
mation along, in a constructive way, to your salesmen. Show them the 
value and place for the new types of merchandise. Help them to sell more 
pairs. Don’t just wait for shoes to wear out. Talk seasonal types as well 
as variety of materials and colors. 


Many novelties must be seen to be appreciated. Lots of times, as with 


ERNEST J. SMITH 


Buyer Men's Shoes 
John Wanamaker, N. Y. 
Member N.S.R.A. 
Men's Style Committee 


the case of white buck, they must be more than seen 
to be appreciated—they must be worn. Once it gets 
started, the momentum grows by itself. White buck, 
naturally, became adapted because it could be worn 
with everything. But it had to be shown first—then 
sold and worn to reach the present point of acceptance. 
Now it is our task to win the customers away from 
white buck shoes to something different in colors. 

Since we have lost the high shoe for Winter and its 
pairage, we should find other means to get the pairage 
back—and more, if possible. Play up the grains and 
heavy veals for Winter. Concentrate on the water>roof 
type. Suedes should have greater appeal for Fall and 
Winter than Summer. Moccasin vamps and wing tips 
lend themselves to the broguey shoes. Oiled high cuts 
and ski boots offer an item for snowy climates. 

Further encouraging the customers to wear brown 
with brown clothes, black with greys, dress shoes after 
six, and sport shoes for the proper occasions, will help 
get pairs. We've had leather soled sport shoes for 
several years. Let’s hop on the band wagon with crepe 
soles this Summer, and next year find some new kind 
of sole. Ragland bluchers and ball straps offer different 
designs especially adapted this Spring to the tweed and 
rough fabrics that are in vouge. Plain toes are always 
ready to stage a comeback. 








Inspect any number of these close-grained, 

pliable skins — the color is uniform 
throughout. Think what it means to 
you to know that the skins you use will 
always match perfectly. 


Evans skins are trimmed so as to give 
you full cutting surface value. There 
are no long, scraggly ends to be paid 
for — and immediately discarded as 
useless. 


The rich, true color of Evans Leathers, 
which strikes clear through the skin, 
assures that no light overtones will ever 
appear when the kid is pulled tight over 
the toe or counter. 


















Jt nine és 
us /\DVERTISEMENT 


Soxes worn out... uppers creased from long usage . . . yet somehow arresting! For even to the casual 


observer there’s something “different” about these shoes—an impression of lingering grandeur, as though 
they had grown old gracefully. There’s a fine, flawless quality to Evans Leathers, a rich mellowness that 
keeps the shoes made of this kid smart and attractive an incredible length of time. Even the deepest 
creases never show light overtones, for the color penetrates clear through these leathers, evenly and per- 
manently. It is this durability and dependability that has made Evans Leathers the choice of outstanding 


dealers everywhere . . . even as its lovely natural beauty has led discerning women to prefer it to all others. 
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‘A NATIONAL MEETING PLACE For IDEAS 


‘IN MERCHANDISING COLLECTED By \§ 


* 


HERE is nothing like a per- 
manent free parking area in 
eonnection with a shoe shop to 
bring customers from a distance 
these days,” says R. C. Hayes of the 
Westwood Hills Boot Shop, West- 
wood, Calif. 

“We have customers coming out 
to this village from the entire Los 
Angeles metropolitan area simply 
because in planning this model 
Monterey village the planners des- 
ignated certain areas in each block 
as permanent parking areas and no 
buildings ever can be built on them. 
The area is right behind the store 
and our back door is as important 
to us as our front door. It seems 
incredible that people would drive 
completely around the city of Los 
Angeles to get here but they are 
doing it by the dozens. I guess folks 
are getting tired of busting their 
wrists and their tempers in intolera- 
ble parking conditions in congested 
areas and when they are assured 
that the parking area in a suburb 
will still be there the next time they 
eome they are going to come again.” 


ER. 


BIRTHDAY gift of a pair of 
shoes, or slippers! Why not? 
There’s an old saying that “to re- 
eeive a pair of shoes on your birth- 
day denotes good luck.” 


$ 
SEES SESS 5 Me 
2 








HARRY R. TERHUNE 


FIELD EDITOR. 








So pack up some shoes, or slip- 
pers, in birthday gift boxes. 
Anyway, that’s what George Ash- 


ton of Salem, Mass., is practicing. 


Pat eak 4 


VERY unusual but ingenious 

and novel idea to gain much 
publicity and confidence of the re- 
tail shoe trade is one formulated 
by Herman Shrager, manager of 
Keystone Shoe Stores, Inc., Toron- 
to, Ohio, owned and operated by 
the wholesale shoe distributors, H. 
Childs & Company of Pittsburgh, 
Pa. 

A Cabaret Style Dance, for the 
benefit of poor children’s shoe fund 
—the proceeds of which are to be 
used to outfit the poor children 
whose parents has not as yet re- 
ceived C.W.A. work or relief help 
of any kind. Being in sympathy with 
the poor has gained Mr. Shrager 
much shoe trade for the one year 
that the store has been open (March 
18, first anniversary). 

With the cooperation of the 
school officials and merchants of 
Toronto, the affair is expected to be 
a large success. 

Mr. Shrager is a graduate of the 
Pittsburgh School of Accountancy 
and Business Administration, and 
was formerly employed in the shoe 
department of Gimbel Bros. Depart- 
ment Store, l’ittsburgh, Pa. 
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HIS is a sales talk that sold 

two pairs of shoes at the Walk 
Over Boot Shop up in Harlem. A 
young man wearing a brown hat, a 
brown woolly overcoat and a brown 
tweed suit picked a smooth black 
calf, close trimmed oxford out of 
the window, as the shoe he wanted. 
He was immediately fitted to the 
right size. “Oakay, Ill take them.” 
“Wait a minute,” said Manager 
Jack Harris, “let me slip this shoe 
on you before you decide.” On 
went a tan grain, that was in keep- 
ing with the clothes the young fel- 
low was wearing. With it went a 
short lecture on why that was the 
proper shoe rather than the black 
one. The aforesaid young man lis- 
tened to this with a great deal of 
interest because no one had ever 
before explained to him that cer- 
tain types of clothing called for 
distinct types of shoes. He bought 
both pairs. 





D. FRENCH, manager of the 
e French, Shriner and Urner 
store, Los Angeles, says he can trace 
more than fifty shoe sales in twelve 
days directly to a little persona! 
word scratched with a pen on 2 
postcard. 
The postcard message was a for- 
mal thing announcing a reduce! 
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price for clearance purposes. “A 
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T IS no more illogical to hang a 

Rembrandt painting in a two- 
dollar frame than to display smart merchandise 
against an old-fashioned, drab and unattractive 
background. 


Many shoe dealers are wondering why their 
business hasn't improved in the same proportion as 
some of their competitors’. If you are one of these, 
give some thought to the appearance of your store 
interior. Is it inviting, colorful, modern — in keep- 
ing with this year’s styles in footwear? 

If it isn't, it would pay you to investigate the new 
ideas in display which we have developed, ideas 
which might prove to be just what your store needs 


to bring it up-to-date and give your merchandise 
the setting it should have. 


The result of even a modest modernization pro- 
gram is usually a very gratifying increase in sales 
volume. We have had many merchants tell us that 
the additional profits which they have enjoyed after 
putting such a program into effect have more than 
paid its cost in a short length of time. 


There isn’t the slightest obligation incurred when 
you ask us for information on Grand Rapids Store 
Planning Service and equipment and how you can 
receive its benefits. 


A line to us will bring prompt response. 


GRAND RAPIDS STORE EQUIPMENT COMPANY 


MAIN OFFICES AND FACTORIES: GRAND RAPIDS. MICH. 


Branch Offices and Representatives in All Territories 


When writing advertisers please mention Boot and Shoe Recorder 













































































good enough card and a good 
enough inducement,” says Mr. 
French, “but I realize that the 
wastebasket is so close to the desk 
when a man opens his mail, or when 
the blonde secretary opens it, that 
just a printed card may find a quick 
interment. The scribbled word with 
the personal touch may make the 
blonde hesitate for a moment about 
dumping a card that the boss has 
not seen. 

“That is exactly what happened, 
I think. I do not believe many of 
these cards were headed off. I 
think ninety-five out of one hun- 
dred of them reached the spot. 

“I had previously been in a 
Hollywood store and had a per- 
sonal following, or supposed I had. 
I wanted to find out if I really did 
have. I had the size records of 
scores of those whom I thought 
were my own customers in the old 
store in Hollywood. ‘I have your 
size record on file here’ was about 
all that I scribbled on any card. If 
I did not have the size record I 
scribbled something else, just 
enough to make the hook-up be- 
tween the man and myself as well 
as between the man and our store. 

“I have found out that no city 
can be so large that the average 
fellow in these days will not ap- 
preciate the small town methods of 
personal interest and individual 
friendliness.” 





” E believe that the most im- 

portant thing for any suc- 
cessful shoe department to strive 
for, is the proper fitting shoe for 
every customer they sell,” declares 
S. M. Solomon, buyer for the Paris 
Store, Salt Lake City. “This means 
the last that fits the individual foot 
best as well as size and width. 
There is no more destructive thing 
to a shoe department than the cus- 
tomer who has been sold an ill- 
fitting shoe. Not only will they 
tell their family about it, but they'll 
discuss it with the people they play 
bridge with or business associates 
and in the end such a sale will have 
cost you far more than you realize.” 


Page vw 
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EASONAL paintings of good 

quality hung on the wall and 
completely covering the lower part 
of the pillars and pilasters, are con- 
sidered promotive of sales by E. H. 
Schorsch, manager of the shoe 
departments in the Famous Depart- 
ment Store, Pasadena, Cal. 

Right now no less than twelve 
paintings are shown some of them 
measuring as much as 3 by 6 feet. 
Desert and ocean scene#are used 
as they embody the vacation idea 
tying in with the large showing 
of sport shoes. Tiny but artistic 
shelves have been fitted to the 
corners of the pillars, the type of 
shoes displayed there fitting in with 
the pictures on the faces of the pil- 
lar. Fall pictures will be used as 
Autumn approaches and Winter 
scenes, especially mountain snow 
scenes, will be used in the Winter. 
A landscape painter employed by 
the store does the work. 


HEATER goers in Cleveland 

are getting a rare treat these 
days and the Selby Arch Preserver 
Shop is getting their business. The 
treat is a free look at the interior 
of this beautiful shop, one of the 
finest in the Middle West, located 
in the heart of Cleveland’s theatri- 
cal district. Just the push of a 
button at the right of the entrance 
lights it up at any hour of the night 
and a card in the adjoining display 
window invites the public to try it. 
Furthermore, hundreds of them do 
and Elmer A. Clark, manager, is 
elated at the results. 

“The complete installation, in- 
cluding a transformer, cost $75, 
and the operating cost is only about 
$5 per month,” says Mr. Clark. 
“Merchandising benefits have been 
so pronounced that the push but- 
ton arrangement has taken its place 
as a regular part of our merchan- 
dising equipment. Since the in- 
stallation. in early March, many 
comments have been received to the 
effect that customers saw the store 
for the first time when they pushed 
the button. Great crowds have been 
attracted to the window displays 
nightly because of the push button 
lure.” 
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pd easy to sell shoe-trees if 
you're interested in them your- 
self and enthusiastic about them,” 
says Irving Redding, manager of 
Nisley’s Chicago store. “We aver- 
age two gross a month and some- 
times hit the record at 154 trees in 
a week.” 

Shoe-trees make fine bridge party 
prizes, he says, only the ladies have 
to be given a little start off in the 
right direction by expert salesman- 
ship along this line. There is no 
trick about selling shoe-trees and 
no hocus-pocus necessary, but the 
retailer himself must be sold to the 
idea in order to put it across. Mr. 
Redding likes trees a lot and they 
return the compliment by bringing 
him in a neat little pin-money 
profit every month. 





* NOWING our customers’ 
likes and dislikes pleases 
them more than anything else— 
nothing so bores the customer as 
being shown a lot of shoes in which 
he is not interested,” declares 
W. B. Woods, manager of the 
Makoff Classic Shop’s shoe depart- 
ment. “We make it a point to re- 
member what our regular patrons 
like and show them the styles they 
demand. Strangers’ feet are thor- 
oughly analyzed in relation to the 
style and last that best fits the in- 
dividual personality and in the ma- 
jority of cases we can select the 
shoe that they want thus eliminat- 
ing cluttering up the department 
and taking up valuable time show- 
ing customers the wrong shoes.” 





ALES people at the Fair are 
blossoming out in uniforms 
which give them a natty and efficient 
appearance. These consist of jackets 
for the men and smocks for the 
women of a light khaki colored 
whipcord. These are not only in 
keeping with the new swagger deco- 
rations that the department is sport- 
ing but they suggest a nice sense 
of tie-up among the different sec- 
tions of this department and a unit) 
among the sales force itself without 
giving the drab effect that all blact 
does. 
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Brown, Smoked and White Washable Elk, unlined. Flexible 
shank, patented Pietzuch heel, Goodyear welt. Combina- 
tion last, AAA to D. Sizes to 9. All styles priced at $2.95. 


“Shoes for 


a purpose’’ 


ALL LEATHER FDO 


=- YOU WILL WANT 
TO MEET- - - 


W. introduce our new Happy Hiker 
pattern over the BESS last . . . three shoes 
of white washable elk, smoked elk, and 
brown elk. These three styles have been 
designed primarily for healthy foot devel- 
opment for girls and foot comfort for wom- 
en. They are practical shoes, with points of 
refinement to make them stylish shoes, and 
it is our feeling that they will produce a 
steady, profitable, repeat business for those 


who adopt them. 


Poll-Parrot Shoes 





, Shey Speak or Shemsetves” 








ROBERTS, JOHNSONSRAND 


Branch of international Shoe Co. 


ST. LOUIS, Mo. 
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New England Association 


Holds 65th 
Meeting 


and Leather Association was held at the Boston 

Chamber of Commerce, Boston, April 25, and 
was preceded by a luncheon of the Board of Directors. 
Major Charles T. Cahill, vice-president, presided. 

A special feature of the occasion was a report by 
Secretary Thomas F. Anderson summarizing the chief 
activities of the Association during his twenty-five years’ 
service as its secretary, just completed. During this 
period Mr. Anderson has attended the Association’s 
25 annual meetings and more than 100 meetings of 
the Board of Directors, and has served under six of the 
Association’s 16 presidents. 

Other reports were made by the Transportation 
Committee, the Saturday-Closing Committee, and the 
Special Committee to protest against the inclusion of 
the Association’s Annual Boston Shoe Fair in the 
restrictive Section 6 of Article 8 of the Boot and Shoe 
Manufacturers NRA Code. The Committee reported 
that the Association is receiving practically universal 
support from New England business organizations in 
its drive for equal rights. 

Colonel H. S. Wonson reported on the statistical posi- 
tion of sole leather. His timely analysis will later be 
sent to the Association’s members. 

"The Association unanimously adopted the following 


T HE 65th annual meeting of the New England Shoe 


resolutions: 

Expressing regret at the recent death of Mr. Edwin 
Perkins Brown, Chairman of the Board of Directors 
of the United Shoe Machinery Corporation, and of Mr. 
Junius Beebe of Lucius Beebe & Sons. 

Opposing the McLeod Bill in Congress providing for 
reimbursement of depositors of failed National banks. 

Recommending that the King Bill for Unemployment 
Reserves, Massachusetts Legislature, be postponed until 
National labor and unemployment reserve legislation 
is more definitely defined. 

Thanking the various industrial and trade organi- 
zations in and outside of the shoe and leather indus- 
try, the New England members of Congress, also the 
trade press and various individuals, for their cordial 
support of the Association’s efforts to secure the exemp- 


Colonel Harold S. Wonson 
Is Elected President of 
Shoe and Leather Group 


tion of its Annual Boston Shoe Fair from the provisions 
of Section 6, Article 8, of the Boot and Shoe Manufac- 
turers’ Code of Fair Competition. 

Requesting all members of the Association, and the 
New England shoe and leather industry in general, to 
give their support to the 15th Annual Boston Shoe Fair 
as a necessary factor in retaining the good will and 
patronage of the retail and wholesale shoe dealers 
of the United States. 

Authorizing the appointment of a Special Committee 
of three Directors to make a study of the Communist 
propaganda now underway in various New England 
shoe manufacturing centers. 

Endorsing the Second Annual Sport Shoe Week, May 
22-29, 1934. 

Congratulating Hon. John S. Kent of M. A. Packard 
Co., Brockton, Mass., a former president of the Asso- 
ciation, on the recent completion of 50 years of service 
with his organization. 

Felicitating Mr. Julius Hollander on recently com- 
pleting a half-century’s association with the Amal- 
gamated Leather Companies, and on his election as 
vice-president of the Amalgamated Leather Company 
of Delaware. 

Reiterating the Association’s opposition to the pro- 
posed advance payment of the Soldiers’ Bonus. 

Expressing the Association’s appreciation of the ser- 
vices of President Franklin D. Roosevelt in his efforts 
to aid the United States in recovering from the business 
depression, and renewing the Association’s pledge of 
cooperation with him. 

Reappointing the Special Committee on Saturday 
Closing in the Boston shoe and leather district with 
power to study the entire question of holiday ob- 
servance, and to later report to the Board of Directors. 

Extending the good wishes of the Association to. the 
First National Bank of Boston on the approaching 150th 
anniversary of its founding. 

Reaffirming the Association’s opposition to competi 
tion with private industry of the products of Federal. 
State and other prisons. 

[TURN TO PAGE 65, PLEASE | 




















SPECIFY 


PAULDING' 


Counters 


North Rochester, N. H. 


Spaulding Counters ~~ Poor-fitting counters may mean 
straight coctemmseasion tl a “Sewisted backseams —an_unbal- 
ance — longer wear — because” anced shoe—run-down heels— 
they’re made to fit! and repair bills for your cus- 
tomers, 








MORE 
BACKBONE 


istenthe 


HApPy HEELS 


Tue greater strength of the 
fibre we use in Spaulding 
Counters shows up clearly 
when we test it on the scales. 
It weighs more, size for size, 
than the fibre that goes into 
ordinary counters — for it’s 
denser,closer-knit. In a word, 
it has more backbone. Here's 
positive assurance that you 
can depend on Spaulding 
Counters for maximum re- 
sistance to the hardest kind 
of wear. From start to finish, 


always “happy heels”! 


SPECIFY 
FAULDING 


Counters 


North Rochester, N. H. 


No other part of 
the shoe means so 
much. . . yet costs 
so little. 
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SALE |S 


It is so evident in the daily course of business that that fact is 
often overlooked, some emphasis on the ultimate source of 
profit, promises to assure unrealized benefits to the trade. Since 
a profit is only earned and made safe when the customer is sat- 
isfied, the achievement of earning his satisfaction deserves 
serious consideration. Nothing in shoemaking contributes more 
to the desired end than— 


KISTLER"BENCH BRAND 
SOLE LEATHER 


There can be no greater evidence of progressiveness and leader- 

ship, than the selling of shoes bearing “BENCH BRAND” sole 

leather-a product for which no compromise need deserve at- 

tention. If there is one thing more than another about our 

“BENCH BRAND” sole leather to justify the satisfaction of 
™ your customer and your own endorsement, it is its trouble-free 
Ma quality. Don’t pay the penalty of poor sole leather. 


Write us for the names of shoe manufacturers making shoes that. 
carry KISTLER “BENCH BRAND” LEATHER SOLES. 


: ; yj ae . 
im hit KISt T 1 yy eri? ith 


met 


My, 
\ 


1 


HI ze ay LEATHER COMPANY (gai. 
Pagel BOSTON -MASS: -_— 
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-++++++ Pipestone 
STILL WIDER CONSUMER 





ie me > $$ i . 
Step er CANVAS FOOTWEAR 


Above all else Firestone Canvas 
Footwear is tested merchandise— 
tested by hundreds of boys for 


REACH A NEW HIGH 





Deb Sandals took all the winter 
resorts by storm. They were seen 
everywhere at .every imaginable 
occasion. Our new advertising in 
leading national magazines has 
brought a deluge of inquiries. 

This year is destined to bring 
peak sales for these popular, mod- 
erate priced shoes. If you are not 
already fully stocked on these fast 
sellers we urge you to get in touch 
immediately with the nearest 
Firestone branch. 








wear, comfort and health. And 
note these 3 special features: 

1 Built-in sponge rubber arch support 
supporting foot muscles and pro- 
moting correct posture. 

2 Sanisole Insolie—keeps shoe sweet 
and odorless. 


3 Scientific sole design—will not track 
mud or dirt—designed to prevent 


slipping. 

In all respects Firestone Canvas 
Shoes are designed to sell—to build 
consumer acceptance—to build a 
reputation for your store. 











Firestone Firestone 
FOOTWEAR FOOTWEAR 


RUBBERS « GAITERS « OVERSHOES 
HUNTING AND FISHING BOOTS 


@ 1934 Firestone Footwear Co. 
When writing advertisers please mention Boot and Shoe Recorder 
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¥e}] FOOTWEAR STEPS INTO 
-—R}] ACCEPTANCE: + = = = = » 


“The | 

of Quality 
We present here the highlights of 
the increasingly popular line of Fire- 
stone Footwear. From all parts of the 
country we are feeling tremendous 
results from our principle of offering 
footwear with a guaranteed dollar for 





dollar value. The Firestone mark of 

quality, shown above, is your guaran- 
tee of quality merchandise. 

4 And here’s new selling help for alert 

. merchandisers. Our contacts with 

over 30,000 active dealers have given 

AR pe a or Saag wc - pe cm 

or merchandising that wi ennite y 

GAITER promote the sale of Firestone gaiters, 

, : : sandals, canvas shoes and rubber foot- 

Authentic styling, unmatchable quality—there wear of all kinds. We are prepared to 

lies the secret of the tremendous success of Fire- give you this help in a personalized 

stone gaiters. Be sure your stocks are complete. manner—to give you the individual 


Hard hitti hail si : : help which will fit your particular 
ard hitting national advertising will bring problems. Don’t delay—mail the cou- 


customers your way! 1934 will be a big year! pon today. 


Firestone Heavy Footwear : ---MAIL COUPON TODAY-:--- 


Buyers of boots and heavy over- FIRESTONE FOOTWEAR CO. 

shoes are critical of quality and 141 Brookline Ave., Boston, Mass. 

construction. Here’s where you'll Gentlemen: I'd like to get your ideas for helping me 
. get more profitable sales of rubber footwear in 1934. 

feel the power of workmanship 


behind the Firestone Mark of 
Quality. Firestone builds 
perfection into heavy foot- 
wear. See the new line. 
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CM OAM iis uo he 8cs bad darcccdedenecdiccons 


Pee e meme eee ee eeseeeeeeeeeeeesesesesseesesseseee 


























— 


e| Firestone Firestone 
REFOOTWEAR FOOTWEAR 


CANVAS FOOTWEAR *« SANDALS 
nn - ee > © ee ee © © Ds n,n - 


© 1934 Firestone Footwear Co. 
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E-) WORKERS IN GOOD-WILL MARCH 


Enpicott, N. Y.—While various la- | 


bor groups in many cities were plan- 
ning to express their discontent with 
prevailing conditions in May Day dem- 
onstrations, 75,000 men, women and 
children of four municipalities joined 
in the spirit of a holiday dedicated to 
the cooperation of labor and capital in 
this region, and 25,000 workers marched 
in their own tribute to George F. John- 
son, founder and now chairman of the 
board of the Endicott-Johnson Corpo- 
ration, as one who anticipated the NRA 
by at least 25 years. 

Emblazoned on a banner in the fore- 
front of the parade were the words: 
“The New Deal Is the Old Square Deal 
of George F.” 

Schools, business places and all pub- 
lic offices were closed for the day in 
the four towns and industries granted 
a full holiday with pay. 

Following the parade came a giant 
free barbecue, a circus, imported for 
the occasion, trick riding by the famous 
Troop C of the State Police, drills and 
firing of a salute by the 104th Field 
Artillery, an elaborate display of fire- 
works and a grand ball finale. 

As the last ranks of the three-hour 
procession filed past the reviewing 
stand where Mr. Johnson sat with the 


Irving’s Bootery Opens 


BERGENFIELD, N. J. — The formal 
opening of Irving’s Bootery at 10 
South Washington Avenue, April 28, 
drew a large crowd. The store is of 
modern design and among the most 
attractive in the community. 

Irving’s Bootery was first estab- 
lished in Bergenfield in January, 1929, 
when it took over the business which 
was then under the management of A. 
Perlman and known as the Bergenfield 
Bootery. 

The selection of the footwear is be- 
ing done personally by Mr. and Mrs. 
Sorkowitz, both of whom are gradu- 
ates of Dr. Scholl Orthopedic School 
of Chicago and expert practipedists. 


Selling Hints About Hosiery 
[CONTINUED FROM PAGE 20] 


after all, if we have boots, we will nec- 
essarily have shorter skirts. And 
shorter skirts always help the hosiery 
business!” The pessimists say: “Wo- 
men will wear any old stockings in any 
color if boots come in, and the hosiery 
business is shot to pieces!” And the 
middle-grounders say: “A boot fash- 
ion, if it comes, will be a flash, without 
any really important effect on volume 
selling. The significant development of 
this boots flurry will undoubtedly be 
higher-eut shoes, but shoes that still 
do their duty by silken ankles!” 





four Mayors, other municipal officials 
and leaders of industry and labor, a 
shout went up for a speech. 

“No speech,” Mr. Johnson replied. 
“The parade expresses it all. If any 
one has any doubt now that labor and 
capital can’t get along together, they 
never can be convinced.” 

The demonstration was originally 
planned by the Endicott-Johnson work- 
ers themselves as an expression of mu- 
tual understanding and good will in a 
celebration of Mr. Johnson’s home- 
coming. 

Hearing of the plans, Mr. Johnson 
insisted that the personal element be 
left out of the program and that “if 
we are grateful let us make it a mutual 
celebration.” 

“Capital owes more to labor than la- 
bor does to capital,” he added. “Why 
not celebrate on May Day when labor 
in other parts of the world voices its 
discontent?” 

That idea was carried out, but the 
“personal tribute’ was not lacking. 
Workers who have shared more than 
$5,000,000 in wage increases in the past 
year and who enjoy twice the NRA 
minimum wage couldn’t help cheering 
the man they hold responsible and their 
communities echoed the sentiment. 


DATES TO REMEMBER 


Confederate Memorial Day 
(Ky. and N. C.) 
Tanners’ Council, Spring Meeting, White 
Sulphur Springs, W. Va. ....... May 10, 11 
Mother’s Day 
Sport Shoe Week 
Memorial Day 
(All states and possessions except Ala., 
Ark., Fla., Ga., La., Miss., N. C., and 
Ss. ©.) 
Semi-Annual Shoe Fair and Style Show 
—Biltmore Hotel, Los Angeles, Cal., 
June 4, 5, 6 
California Shoe Retailers’ Convention—St. 
Francis Hotel, San Francisco, Cal., 
June 11, 12, 13 
Pacific Northwest Shoe Retailers’ Conven- 
tion—Olympic Hotel, Seattle, Wash., 
June 18, 19, 20 
Boston Shoe Fair, Hotel Statler, Boston, 
July 9, 10, 11 
New York State Shoe Retailers’ Annual 
Convention, Hotel Statler, Buffalo, 
Sept. 9, 10, 
National Shoe Retailers Association Annual 
Convention (city to be announced later), 
Jan. 6, 7, 8, 9, 1935 
National Seasonal Opening, National Boot 
and Shoe Manufacturer’s Association 
me SRO, WOR os cies sac Jan. 7, 8, 9, 1935 
Middle Atlantic Shoe Retailers Association 
(city to be announced later), 
Jan. 16, 17, 18 
Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
i Jan. 20, 21, 22, 1935 


1 AS 
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Do Your Stockings Fit. 
Your Shoes? 
[CONTINUED FROM PAGE 21] 


in quantities that would never be con- 
sidered for shoe sizes under five. 

The force of this point was brought 
home to us recently in our featuring of 
a flexible welt number with a special 
appeal to larger women. Buyers pla:ed 
their first order for a complete range 
of sizes, though we urged them to go 
lightly under nine-and-a-half. When 
the stockings were in the store, they 
discovered the demand lay practiczlly 
entirely between sizes nine-and-a-half 
and eleven. In re-orders, the eight-and- 
a-halfs have almost disappeared. 

Shoe stores, particularly with ortho- 
pedic departments, could do greatly in- 
creased business by concentration on 
large sizes. We find the demand for 
foot sizes over ten is slowly and surely 
on the increase. But many stores are 
still selling women stockings that are 
too small. And many stores are over-. 
sold on small sizes. 

Color buying in shoe stores, I find, is 
likely to go to one of two extremes, 
Either too wide a selection is made, in 
order to be on the safe side, or a few 
standard colors are carried which are 
inadequate for a satisfactory selection, 
This latter situation—the meagre stock, 
is- often due to the selling technique 
(or the lack of it) on the part of the 
shoe salesman. It is all too easy to 
clinch an extra sale of hosiery by show- 
ing a “stocking that goes with every- 
thing.” Better business will never be 
built unless women are sold on diifer- 
ent hosiery for different occasions. 
Color and type analysis is being so con- 
sistently done by all the leading hosiery 
companies that every shoe store has 
plenty of information available on 
which to base a carefully coordinated 
plan of color promotion. 

Some shoe store, some day, will have 
little slips printed to go in each pair of 
shoes. And on that slip will go a brief 
word-picture of the correct stocking 
suited in color and type to the shoe it 
complements. Such slips could be print- 
ed so inexpensively, put in the shoe so 
easily when the stock is opened. The 
action of taking the stocking slip out 
of the shoe will remind the salesman of 
a stocking sale. It will give him and 
his customer the information needed at 
a glance. Have you ever thought of 
doing this? Isn’t it one good way of 
styling up your hosiery department and 
stepping up your hosiery business’ 


White Bows on Linens 


Los ANGELES, CAL. — Linen pimps 
both in blue and rich brown with large 
white kid bows are being shown in 
large number in the fine shoe depart- 
ment in the May Company’s store /iere. 
The linen is of the heavier type anc the 
contrast with the white bows ver) at- 
tractive. 
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Sales JUMP 


feature this display! 


USTOMERS buy what they see! 
Put this Shinola White display 
container where your customers can 
see it—and they’ll buy and buy— 
and buy! 

How do we know they will? Well, 
for one thing, they did last year! 
In 1933 your customers bought all 
the Shinola White Cleaner we could 
make—and asked for more! And 
this year, shoe experts agree, will be 
an even better white year than last. 

What’s more, Shinola is being 
extensively advertised throughout 
the country in 1934. Leading mag- 
azines—The Saturday Evening Post, 


\ 


Cie. 
a: 
| wat 

») Spite 
Liberty, Cosmopolitan, Woman’s 
Home Companion, True Story, 
Photoplay and others—will all help 
build up public demand for this 
popular 10-cent item. 

Stock Shinola White for larger 

profits! Feature the attractive dis- 
play container. Now is the time to 
get your supply! Order from your 
jobber today. 
If your wholesaler cannot supply 
you, get in touch with our nearest 
office. 2 IN 1-Shinola-Bixby Cor- 
poration, New York and Indian- 
apolis. 











PACKED one dozen to at- 
tractive display container. 
Shinola White is also made 
in popular, large-sized tubes 
and in cake form. 


The COMPLETE SHINOLA 
LINE includes Creams 
(Black, Tan and Neutral), 
Black Liquid, Black French 
Dressing, Black Dye, Liquid 
Fabric Cleaner, and Shinola 
Pastes in Black, Tan, Ox- 
Blood, Brown, Neutral, and 
White Cake. 





SHINOLA White Shoe Cleaner 
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[tis one of the most 








important announcements 





we have made in years 





and will mean a 





tremendous increase 





in your business!!! 
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word of this... 





E are introducing a new line . . . “AMERICA’S SMARTEST 
WALKING SHOES” . . . that capitalizes fully on the latest fash- 
ion trend; takes the lead in it. These shoes are definitely smart. 
They are beautifully styled. Not extreme, mind you, but with a type of eye- 
appeal that will create an entirely new market for you. Women who have 
never before worn Enna Jetticks will now be attracted by their style. And 
those who have always worn them will still find all of Enna Jettick’s 


famous fitting qualities. 


This new move cannot fail to effect a wide increase in the number 
of customers for Enna Jetticks. And, beginning in August, we’re going 
to help this increase along by a powerful national advertising campaign in 


newspapers, magazines, and radio. 


So prepare for big things this Fall. Your Enna Jettick salesman is 
back in his territory after attending one of the most enthusiastic sales con- 
ventions in our history. He will show you the most comprehensive Enna 


Jettick line you’ve ever seen. 4 new lasts. 38 of “America’s Smartest 


Walking Shoes.” 21 entirely new patterns. 50 new models. And, in addi- 
tion, those profitable “Friendly Fitters” that years of grateful acceptance 
have endorsed. A great year’s ahead. And the outlook is ENNA JETTICK! 


PRICES: 
5 
and 


6 


SIZES: 
1 TO 12 
AAAAA TO EEE 


us 


ENNA JETTICK SHOES, Inc. 


AUBURN, NEW YORK 





You Need No Longer Be Told That You Have An Expensive Foot 
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COLOR-“As the Wind Blows” 


[CONTINUED FROM PAGE 17] 


portunity to create consumer interest 
in, new styles, new colors. There is 
a constantly growing shoe conscious- 
ts among the American masses. Wo- 
men are becoming more interested in 
the correct shoe for the occasion. They 
are more exacting in the color harmony 
of their shoe and their costume. And 
now, with the coming of the “cocktail 
hour,” our fashion clock has a new 
chime. 
turned and the door opens to a new 
creative incentive—a new merchandis- 
ing theme—a new interest for the wo- 
man to buy that “additional shoe.” 
Wise is the manufacturer and retailer 
who capitalizes this opportunity. 

And what of green? The weather 
vane places it second in importance to 
brown of the basic costume shades. 
With the bluish, almond and grayed- 
greens sounding the new-interest note. 
New olive and yellowish types of sub- 
dued register still remain in the mode. 
With green looming up on the horizon, 


it gives renewed significance to green 


as a shoe color. Hence Tailleur Green 
has been chosen as a versatile type— 
not too blue—not too yellow—to meet 
any requirements for the green shoe. I 
believe that this color will have far 
less volume in shoes than in costumes 
and hence should be considered a high 
style and limited color. 


Indian Copper as Accent 


The continued popularity of the rust 
and copper family over the past two 
years, evolving into the recent Mexican 
and aboriginal, clay and pottery tones, 
has become too closely woven into our 
color pattern to be discarded, especial- 
ly when browns, of which they are de- 
rivatives, are to be so important. Thus 
we have developed the Indian Copper 
shoe color, which takes on new interest 
because of its combining and contrast- 
ing qualities with the entire gamut of 
browns and rusts, also navy blues. It 
likewise becomes an individual accent 
and accessory color, especially in a 
liaison with the bag and gloves when 
developed in the tailored or sport class. 
This color calls for special merchan- 
dising promotion. It is extremely 
smart for town and country wear with 
swagger tailored clothes in tweeds and 
English mixtures and becomes the high- 
style version of the old favorites, 
Swagger Brown and Bourbon. 

The taupe and gray families must be 
viewed as limited high-style costume 
colors for Fall. Brown Taupe and 
Gungrey, the two shoe colors, are re- 
peated because they are the correct 
complements for the eucalyptus type of 
taupe, the new evolution of the eel-gray 
of last year and the new grayed-brown, 
also new costume steel grays and ox- 
ford mixtures. Flintgrey, the lighter- 
gray leather, combines with Gungrey or 
black. 

And, now, what of red? 
blue? 


And what of 


The shoe for the hour has re- | 





| future. 
| the background to the new shoe shades, 











The former, in the bluish or purplish 
vintage genre, is, in my estimation, 
“the dark horse of fashion” and prom- 
ises the same intriguing uncertainty, 
arouses a gambling spirit and needs 
watching. The new French Mahogany 
is the smart color to be promoted with 
these vintage and dark-wine reds. The 
black shoe has, of course, a very defi- 
nite place in this group. 


Blue to Carry Over to Fall 


And last, but not least, is our West 
point of the compass—blue. Since all 
the fashion world is still “in the blue,” 
it is natural that the early Fall will 


| find a carry-over of this color, but in a 


far more limited degree. All of the 
Fall blues maintain the same _ tonal 
qualities, with slight variations, of the 
Spring and Summer blues. Enough to 
warrant no change in the excellent and 
fashion-accepted Marine Blue of shoe 
fame. But don’t expect too much of 
blue—it is never a big Winter color— 
let it hibernate and come back again 
with new freshness and vitality in the 
Spring of 1935. 

And now for the gay, lively dress 
colors for the “cocktail hour”—the 
“dancing hour’—the “bridge hour”’— 
the “sport hour.” Colors that indicate 
an assurance, a vitality, a faith in the 
These all can be exploited as 


for each can be given its place as the 
smart contrast; the color entente; the 
tempered harmony. 


Washington Trade Good 


WASHINGTON, D. C.—The retail shoe 
business generally has improved great- 
ly within recent months, and is keep- 
ing abreast of the rest of the country 


in its recovery. The recent restora- 
tion of a part of the Government pay- 
cut has made retail merchants feel 
more optimistic. 

It is estimated that the throngs who 
visited Washington during the Cherry 
Blossom Festival spent between $3,- 
000,000 and $5,000,000. All during the 
week of the celebration an influx of 
300,000 visitors came to the city; the 
crush of visitors exceeded that at the 
Roosevelt inauguration, according to 
the estimate of Curtis Hodges of the 
Greater National Capitol Committee 
of the Board of Trade, sponsor for the 
festival. 

The National Nurses’ Biennial Con- 
vention being held at the Washington 
Auditorium this week has broken all 
records for attendance; so far there 
have been over 7000 nurses registered. 
The many sight-seeing trips around 
Washington, where there is so much to 
see, have caused a good demand for 
comfortable walking shoes, almost all 
the shoe stores sharing in this demand. 

Last week the D. A. R. convention 
helped to stimulate trade. 
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| Kidville Circus Comes to Dallas 
[CONTINUED FROM PAGE 15] 


“We realized that whatever atmos- 
phere or effect we carried out must 
needs have a big appeal for little fel- 
lows, by all means, but at the same 
time the larger child with more ma- 
ture notions must be interested just 
as much. In other words, too much of 
the nursery-rhyme theme was ‘out’; 
yet floor space would not permit play- 
ground gadgets, etc. 

“The idea of a circus then caught 
us because of its universal appeal to 
young and old alike. We remembered 
the story of the father who, once a 
year, told his boss he’d like to get off 
for the afternoon to take his youngsters 
to the circus, when, in reality, he was 
the one most interested. And we might 
say here that the thing has proven 
quite as interesting to grownups, too, 
for customers, passing the floor, «re 
often heard to exclaim over the circus 
that greets them from the elevators. 

“Of course, the idea, once set to per- 
colating in our minds, began to grow 
and we realized that it had tremendous 
possibilities. One of the things that 
adds most is the novel fitting-stool idea, 
The writer worked that out from the 
elephant-tub so characteristic of a cir- 
eus. The local tin-shop was called in 
to make them from oversized milk 
pails, using chrome tubing for the sup- 
ports and topping them with a bright 
kid leather top softly cushioned; then 
George Robey painted each one in a 
brilliant color effect that harmonized 
with each one’s leather top. 

“Another one of our ideas was the 
converting of a built-in wall case to the 
wild animal cage—complete with ani- 
mal trainer and the silver-painted bars 
at front and back through which one 
sees the ‘big top’ in the distance. 

“The various characters were built 
here in Dallas, exactly to our specifica- 
tions and design, by J. A. Poteet. They 
are made of papier-mache with natural 
and life-like finish, complete with glass 
eyes from the taxidermist. The ball 
on the seal’s nose spins, and the bal- 
loons in the balloon-man’s hand are 
kept in motion by an electric fan. 

“This whole idea was carried through 
at a very nominal cost, being in the 
neighborhood of $300.” 


Adds Women’s Shoes 

MIAMI, FLa.—Since Sam Bailey 
added a line of ladies’ shoes to his 
stock he has redecorated his showroom. 
It looks most attractive now with vay 
Indian rugs on the floor and lovely 
Monteray furniture instead of the con- 
ventional shoe-shop seats. A_ color 
scheme of green and yellow has been 
followed in rugs and upholstering, «nd 
the many growing palms placed here 
and there add to the restfulness of ‘he 
place. 
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PRACTICAL 
and SMART 


The UCO Lockstitch Process 
provides many improvements 


in the art of shoemaking. 


This modern SEWED SHOE 
combines true flexibility, trim 


appearance and foot comfort. 








nee 





LOCKST/TCH 








Their growing popularity 
} is significant 





Lightweight 

insoles and outsoles 
Thin shanks 
Close edges 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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THIS SUMMER’S 
ACCLAIMED LEADERS 


Vanza Cloth...ideal for beach 
wear... lends itself ideally to 
sandals and other outdoor 
summer footwear. Quality 87 
remains ... as for years... the 
most popular of all materials for 
household and boudoir slippers. 












There are many other Zapon 
shoe and slipper materials ... 
beautiful and value-giving .. . 







“The Standard of Quality Since 1884” 


mE ZAPON company 


A Subsidiary of Atlas Powder Company 
<@@> STAMFORD, CONNECTICUT 



















In the Springtime, They 
Go Window Shopping 


[CONTINUED FROM PAGE 25] 


of your windows during the evening hours when streets 
are thronged with people. Some stores figure that, with 
longer daylight and daylight saving, they can cut down 
somewhat on window lighting after May 1, and thereby 
save some money. In our opinion it’s unwise economy. 
During the hours of dusk, between daylight and dark- 
ness, the streets are likely to be crowded with people 
on their way to theaters and evening engagements. Your 
windows have a better chance of attracting the attention 
of these people if they are brilliantly lighted. Light 
attracts people as a flame draws insects, and well lighted 
windows focus the attention of passers-by on your dis- 
plays and on the shoes you are showing in your 
windows. 
Sport Shoe Week Windows 

To get the maximum of benefit from your May win- 
dows, make them part of a general promotion of the 
types of merchandise that are timely for this month 
and tie them into a general campaign of publicity, with 
newspaper advertising, direct mail and merchandise 
displays within the store. This should be done particu- 
larly with reference to Sport Shoe Week, May 22-29. 
Perfect your plans well in advance for this seasonable 
promotion of sports footwear, which holds the promise 
of sizeable returns in actual sales, both during Sport 
Shoe Week and throughout the season. 

Sport shoes lend themselves admirably to dramatic 
promotion. In our issue of April 28 we illustrated 
striking sport shoe windows and gave suggestions for 
backgrounds and displays. The poster that has been 
designed for Sport Shoe Week can be used in an endless 
variety of ways, both in windows and within the store. 
For many stores whose business does not warrant ex- 
penditure of money for special backgrounds appropriate 
to Sport Shoe Week, this poster design can be used as 
the center piece of a simple background panel of wall 
board or other material. 


Newspaper Ad Tie-Up 


Plan to have your newspaper advertising for Sport 
Shoe Week appear in the papers beginning, say about 
Tuesday, May 15, and starting with some small teaser 
ads. Run a big, striking advertisement featuring sport 
shoes and heralding Sport Shoe Week in the papers of 
Friday, May 18, and follow up with another good ad 
in the Sunday papers. Have your Sport Shoe Week 
window display all ready to put in the first thing Mon- 
day morning. Make the window as attractive and inter- 
esting as you possibly can, for this is a promotion that 
promises real results. It’s your big opportunity to get 
Summer selling off to a flying start. Plan to follow 
through after this initial Sport Shoe Week promotion 
with frequent displays of white and sports footwear 
during the Summer season. 
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MERCHANDISING 
FOR PROFIT 


$ ERCHANDISING for profit is a real problem 
M and, realizing that it is the wide-awake mer- 
chant who watches all corners and gets re- 
sults, we have worked out a system that enables us to 
know the public pulse, keep tabs on what lines are 
moving and close out the others before they become 
old,” so M. L. Bridges of the Bridges Shoe Store, Dal- 
las, Tex., told a representative of Boot AND SHOE ReE- 
CORDER. 


Mr. Bridges, who founded the business five years 
ago, now has the able assistance of his son, C. H. 
Bridges, and these two, with their up-to-the-minute busi- - 
ness methods, have made a remarkable record during 
the depression era. 


A clean line of merchandise, attractive show windows, 
a good location and, above all, an effort to convert 
every customer into a walking advertisement, have all 
played a part in the progress of this business. 


“Our method of merchandising in brief,” Mr. Bridges 
points out, is built around the keeping of an accurate 
set of books that tells us, day-by-day, what shoes we 
have in stock, those that are moving and those that are 
occupying valuable shelf space. 


“When we get a shoe in the house we make a sheet 
for that particular shoe giving the stock number and 
we have a type number that classifies the shoe accord- 
ing high and low heels, color, leather and whether it 
is men’s, boys’, dress, work, women’s, growing girls’, etc. 
In one column the shoe is described and if possible a 
picture of the shoe is pasted on. This simplifies next 
year’s buying so we can run one shoe into another if 
the type is very similar. We have a price range in men’s 
and women’s shoes of $2.95, $3.95, $4.95 and $6. 


“In children’s there is a fifty cents difference in 
grades of shoes sold. If we have, for instance, a novelty 
shoe in the $4.95 group we don’t duplicate patterns 
in the other groups or, in other words, we try to elimi- 
nate overlapping grades and conflicting styles and pat- 
terns. 


“Another thing that we watch closely is turnover. 
Although a shoe is selling, it may be we are having to 
carry too many sizes to make it sell, we change the pat- 
tern or discontinue the shoe to make room for a faster 
moving pattern.” 
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BUY in 
A SMART 
“PORTHOLE” seniesiacion | 
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868—Same in 16/8 heel. 


869—-Same in opera pump, 
20/8 heel. 


870—Same in opera pump, 
16/8 baby heel. 
— ALL SHEEP LINED SHOES 
20 MORE STYLES IN STOCK 


LEVEY BROS. SHOE CO. 


144 DUANE ST. NEW YORK CITY 
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MIAMI SANDAL 
IN-STOCK 
CALBIPING. — WHITE STITCHING AND 
WHITE KID—WHITE STITCHING AND PIPING 
WHITE SATIN—' STITCHING AND PIPING 
GREY DOESKIN—PASTEL BLUE STITCHING 
PASTEL LUE! DOESKIN—WHITE STITCHING 


PINK DOESKIN—WHITE STITCHING AND PIP- 


RED DOESKIN—WHITE STITCHING AND PIPING 
CANARY DOESKIN—WHITE STITCHING AND 


PIPING 
WHITE DOESKIN— WHITE STITCHING AND 
GOLD PIPING 


HIGH AND CUBAN HEELS 
PRICE $1.60 s-, 10 pays 
J. WEISS SHOE CO., Inc. 


137 DUANE ST. 
NEW YORK CITY 
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COCKTAIL HOUR 


IN-STOCK %1.60 


2808—ALL WHITE KID 

2809——WHITE KID—BLACK PIPING 

2810—PAT. LEATHER—WHITE PIPING 

2811—RED KID—GOLD PIPING 

2812—WHITE DOESKIN—GOLD PIPING 

2813—PASTFL BLUE DOESKIN—SILVER 
PIPING 


fi Wide 
Grade Compo Sandals 


B. FRIEDMAN SHOE CO. 


109 READE ST. st. 1889 NEW YORK CITY 


Sizes 3-8 
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* ARE YOU READY FOR ~*~ 


NATIONAL SPORTS SHOE WEEK? 
MAY 22-29 


THE NEW YORK WHOLESALE SHOE 
MARKET CAN SUPPLY YOU WITH 
ALL TYPES OF LEISURE AND SPORTS 
FOOTWEAR AT POPULAR PRICES. 


* * 
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The Pedicharm Shoe 


FASHIONABLE—CORRECTIVE 
AAA-EEE 


IN STOCK 


A —- Assortment of 

Beautifal and Latest Pat- 

terns in Diversified 
thers 


To Retail at ©44 and *35 

See Our New Spring Models 
LAZARUS FRIED & SONS, INC. 

118-120 DUANE ST. NEW YORK CITY 
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SEAMLESS OPERA PUMPS 


IN-STOCK AAA-C 


WITH 


FITZ-ON 


REPLACEABLE HEEL 
TOPS 


No. 4640 
In White Kid and Black Kid 
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High Heel—Patent Leather, 
Gunmetal Calf, Black, Brown, 
Blue and White Kid, White and 
Black crepe, White Suede. 

Baby Spanish Heel—Pat- 
ent Leather, Gunmetal Calf, 
Brown Kid and White Kid. 


SAXON DEVON 
$2.35 $2.10 


Including Eztra Pair Top Lifts 


152 DUANE STREET 
NEW YORK CITY 
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M. J. SAKS SHOE CORP. 
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HOW TO REACH THE NEW YORK SHOE MARKET 


a 
PArancn 


TREET. 





We hope you will |_ TIMES. SC 


consider thisacordial 
invitation to call on 
any of the market 
establishments. The 
market is very easily 
reached from any 
part of New York. 
From Times Square 
or Pennsylvania Sta- 
tion, take the Broad- 
way-Seventh Avenue 
I. R. T. express to 
Chambers Street. 
From Grand Central 
Station take the Lex- 
ington Avenue ex- 
press to Brooklyn 
Bridge. If you take 
the B. M. T. Subway, 
get off at City Hall 
Station. From 42nd 
Street and Eighth 
Avenue take the new 
Eighth Avenue Sub- 
way express to 
Chambers _ Street 
Station. The great 
wholesale shoe mar- 
ket is but a block 
or two from any of 
these stations. 
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When writing advertisers please mention Boot and Shoe Recorder 
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LION STYLING 


MEANS OUTSTANDING PATTERNS 


lhannygitl willis nln illdlhn wlllfin allie 


PREWELT VALUE...... 
TAKING THE COUNTRY BY STORM 


\\ SIZES 3-6 
»  (5e 





















WHITE KID 







BLUE KID 



















SA. u iN ., ‘ _ 
ne nen Se No. 143 PATENT 
HER LEATHER 
PATENT LEATHER SOLID LEATHER SOLES = PATENT. LEAT 
WHITE ELK AND COUNTERS .—~—— ———-— 
jcrree ELK OXFORDS & SANDALS _— 
JERSEY ELK WRITE FOR SAMPLES SAME PRICE B-C wide KAFFA KID 





WRITE FOR CATALOG No. 461 
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MORRIS SHOE CO., INC., “o°stEeTHES" 
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REGISTERED U. 8S. PATENT OFFICE 


i $1.00 7 if 




















2300—All Over White Crushed Pig 
2301—White Crushed Pig, Black Crushed Pig Saddle 
2302—White Crushed Pig, Brown Crushed Pig Saddle 
2303—aAll Over Red Crushed Pig 
2304—All Over Blue Crushed Pig 
2305—All Over Green Crushed Pig ; 
107—White With Black Piping and Underlay 
2306—All Over Beige Crushed Pig 108 —White With Red Piping and Underlay 
2807—Beige Elk, Dark Brown Saddl 08—White With Green Piping and Underlay 
. — 110—White With Blue Piping and Underlay 
B AND C WIDTHS 
SIZES 3-8 111—All Over White 


SIZES 3-8 


Write ! 
Wire! 
Phone! 


Natt sta, ABS Ready to Serve 


CREED tebe bleh EEL COLE Ab EEA ELLY 


BLEECKER SHOE-CO Inc. 
THE LIVE WIRE HOUSE. 
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. 138-140 DUANE ST. vigine OFS NEW YORK city 






~> SN NNN RRR RRR RRR RRR R RV UU 


When writing advestiters please mention Boot and Shoe Recorder 
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COMrORT- 


wrinkled toe- linings 


The toe of a well made shoe 
should be smooth inside as well 
as outside. | 

Manufacturers use Celastic Box 
Toes because they are flexible 
at the tip line . . . and shoes so 
made are free from wrinkled or 


drooping toe linings. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL NEWS 


SATURDAY, MAY 5,° 1934 








EVERY WEEK 








Wholesale Prices Steady 


WASHINGTON, D. C.—The Bureau of 
Labor Statistics wholesale commodity 
price index remained unchanged for 
the second ‘consecutive week, according 
to an announcement made by Commis- 
sioner of Labor Statistics Lubin of the 
U. S. Department of Labor. 

“Present prices,” Mr. Lubin stated, 
“are 73.3 per cent of the 1926 average, 
as compared with the same level for the 
two preceding weeks and 73.4 per cent 
for the week ending March 31, 73.5 
per cent on March 24, 73.7 per cent on 
March 17, 73.8 per cent on March 10, 
and 73.6 per cent on March 3. 

“As compared with the index of 60.4 
for the corresponding week of last year, 
the present level is up by 21% per 
cent. It is 11% per cent above the 
level for the same week of two years 
ago, when the index was 65.8. The 
average wholesale price level now 
stands 3% per cent above that of the 
first week of January. It is approxi- 
mately 2 per cent above the high point 
reached during 1933 (Nov. 18), when 
the index stood at 71.7; and 23 per 
cent above the low point of last year 
(March 4), when the index was 59.6. 

“Of the ten major groups of com- 
modities covered by the Bureau of La- 
bor Statistics, five showed an increase 
and five a decrease from the level of 
the week before.” 


Boston Market Active 


Boston, Mass.—Reorders on Spring 
shoes which have been received to date 
by Boston wholesalers indicate a sur- 
prising volume of sales at retail. It is 
obvious that suburban and country 
stores, at least, have been caught with 
insufficient stocks on hand to fill the 
unprecedently early demand. Whole- 
sale firms estimate increases of from 
15 to 30 per cent more than last year. 

Even more surprising is the fact that 
these reorders show a high percentage 
of sales accounted for by whites and 





other sport shoe types. In the face of 
weather which has been none too fa- 
vorable insofar as temperatures have 
been. concerned, whites nevertheless 
have been favored by a majority of 
women customers in the retail stores 
of this section of the country. 

Retail trade generally seems to have 
hit its stride fully two weeks ahead of 
any other year of which there is any 
record. “Three weeks earlier than 
usual” is the estimate of one well-in- 
formed man. 

Daring merchants in some of the 
suburban towns are already displaying 
men’s summer-weight shoes—all of 
them, of course, are devoting large sec- 
tions of their windows to whites, but 
men are not yet buying in anything 
like the volume which is expected later. 

Play shoes for children are moving in 
volume next to women’s footwear; and 
there has been, also, a continuing de- 
mand for patent leather dress shoes. 


CONVENTION OF TANNERS’ 
OF AMERICA, 
White Sulphur Springs, Va. 
Tanners’ Program 
THURSDAY, MAY 10, 1934 


Registration 

l! GRRR err cere re General Meeting 
Louis J. Robertson, Chariman, Presiding 

Report of President. ..Fraser M. Moffat 

“The Place of Quality in the Shoe and 

Leather Industry”. Merrill A. Watson, 

Director, Trade Survey Bureau 

Roger A. Selby 

Pres., National Boot and Shoe Manu- 

facturers’ Association 

Major George L. Berry 

Deputy Administrator, NRA 

A Eee Adjournment for Luncheon 

P.M.. .Competition for President Golf Trophy 


FRIDAY, MAY 11, 1934 


.M.....Meeting, Cattle Hide Tanners 
3 Group Meetings 
Eee Adjournment for Luncheon 


COUNCIL 


9; 
0 
1: 
2: 
7: 


A 
A 
P. 
P.M..... Second Day’s Golf Tournament 
FIG che cecth es Dinner and Meeting 
Awarding of Golf Prizes 
Completion of Unfinished Business 

————— 





Canadian Leather Preference 


OTTawa, CANADA—Increased prefer- 
ence for Canadian patent leather in the 
United Kingdom will be good news for 
Canadian manufacturers, Government 
officials said here today. They were 
commenting on the London cabled dis- 
patch which indicated that the British. 
Government had raised the preference: 
in favor of Canada from 10 to 15 per 
cent. The Canadian leather enters the. 
British market free, 

Formerly all leather, with the excep- 
tion of patent leather, was subject to 
the 15 per cent tariff, the patent leather 
entering the United Kingdom under: 
the 10 per cent rate. However, the 
United Kingdom Government has made: 
uniform the 15 per cent rate all 
through, enlarging for that extent the 
preference in favor of Canada. 

Export figures for Canadian leather- 
do not segregate patent from other- 
types; but in the item “upper leather” 
in the export schedule, patent leather: 
constitutes the overwhelming propor-- 
tion. Since 1931 Canada’s export of 
“upper leather” to the United Kingdom: 
has increased from 15.5. per cent of 
British imports to 52.4 per cent. At 
the same time, United States exports. 
have correspondingly decreased from 
58.9 per cent to 26 per cent. 


Men’s Trade Good 


CoLuMBus, OnJ0O—A marked upturn: 
in volume is reported by the men’s 
shoe department of the Union Clothing 
Co. Manager. H: T: Martin of this: 
department reports that black was first 
in popularity with browns next. The 
extreme narrow: toe is the distinctive. 
feature of men’s styles as they are dis- 
played in his department. The sports 
displays are extensive and indicate that- 
white, either strictly plain or with 
unique punchings and stitchings will 
be the best feature: Black and white- 
and brown and white will also be good’ 
styles for sports: wear, it. is predicted. 









Service 
your BOY TRADE WITH 


BOY SCOUT SHOES 
STURDY SHOES FOR STURDY BOYS 
Don't Miss Sales for Lack of Sizes 3 
In-Stock— y 


Immediate 
Shipment 












Style £913—Official moccasin type service ox- 
ford. Brown Elk, Gro-Cord Kicker Toe Sole and 
Heel, Match _— Gents’ $2.60; Boys’ 
$3.00; Men's $3.4 

Style a ee ‘Service Shoe, medium shade 
Tan Elk, half bellows tongue. Gents’ $2.60; 
Boys’ $3.00; Men’s $3.45. 

Style £739—Same, Camp Oxford, Brown Elk, 
Raw Cord Sole, rubber heel. Gents’ $2.25; Boys’ 
$2.60; Men's $3.00 

Style #926—Same, Camp Shoe, medium shade 
Tan Elk, half bellows tongue. Gents’ $2.25; 


EXCELSIOR 


Official Boy Scout Shoes 


CAMP-OLOGY BOOKS SUPPLIED FREE. Every 
Scout wants one. Show them in your window trim. 





STYLE No. 58! 
OFFICIAL 
BOY SCOUT 
DRESS OXFORD 





Brown or Black Calf, leather sole, rubber heel, 
oo last. Gents’ $2.55; Boys $3.25; Men’s 


Style $561 . . Same in Brown Elk. 
$2.25; Boys’ $2. 60; Men’s $3.25. 


Style 2564 Same in — Kip. 
$2.25; Boys’ $2. 60; Men’s $3.2 


Gents’ 


Gents’ 





Every Scout and Cub has visions of the pre- 
liminary sprin hp] and training for summer - 
time cam more of trade 

oan ng hese ye - shoes in your window 











Complete descriptive folder sent on request. 





Return Goods Code 


LOUISVILLE, Ky.—Representatives of 
21 Louisville women’s clubs, Wednes- 
day, voiced unofficial approval of the 
new “return merchandise code” of the 
Louisville Retail Merchants’ Associa- 
tion, which becomes effective May 1. 








Each representative agreed to present 
the matter to her club for official ac- 








Portsmouth, Ohio ¥ 


tion. 

The new code, explained in detail at 
the meeting, provides that merchan- 
dise, other than sanitary articles, will 
be accepted for credit, refund or ex- 
change if it is returned within seven 
days of purchase. No merchandise 
which shows evidence of having been 
worn can be returned for exchange or 
credit. The code, it was explained by 
Harry W. Schacter, president of Kauf- 
man-Straus Company, was adopted to 
curb “the return merchandise evil” in 
the interest of consumers, who, he 
pointed out, ultimately must bear the 
average cost of 40 cents incurred in 
handling each article of returned mer- 
chandise. 





City-Wide White Promotion 


Des Moines, Iowa—Des Moines Re- 
tail Shoe Dealers staged their uniform 
white promotion Sunday, April 29, with 
a two-page spread in the Sunday pa- 
per, and editorial comment on white 
shoes for men, women and children. 
The white demand began unusually 
early this season as the public has 
learned from experience that whites 
have been sold out later in the season. 
No uniform promotion was held ahead 
of this date, and shoe dealers were of 
divided opinions as to whether white 
shoes should be displayed ahead of 
time, Already, some delays have been 
experienced in reorders on white. The 
volume of business in general has held 
up well during April, according to 
opinions of several local dealers, but 
has been somewhat behind the records 
established in March, due to the pre- 
Easter trade in the former month. 





Opens “Sportshoe Shop” 


DALLAS, TEX.—Sport shoes have their 
own exclusive shop in the Neiman 
Marcus Co. store. “Dedicated to the 
Southern sportswoman,” the shop fea- 
tures authentic types for active and 
spectator wear and calls attention to 
new models through enormous enlarged 
photographs of Dallas’ leadings sports- 
women in sport costumes for riding, 
golf and spectator wear. These pho- 
tographs are attractively framed and 
placed on the walls and columns of the 
shop. 

Chairs and fitting benches in the 
shop are covered with gay plaid. Dis- 
play groupings in the department in- 
clude white porch chairs and tables 
with shoe models on them, a lawn table 
with umbrella and matching chairs. 
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The color scheme of the woodwork 
used in the shop is yellow with red 
border. . The enlarged photographs, 
taken on golf courses and at riding 
stables, are framed in this yellow and 
black scheme. Green artificial grass 
rugs are used with the display groups. 
Burt Eastman is shoe buyer for the 
store, which is located at Ervay, Main 
and Commerce Streets. 





Canada Plans Shoe Code 


LoNnpDOoN, ONTARIO—Rowland Hill, Jr., 
president of the National Shoe Retail- 
ers’ Association, said today that steps 
had already been taken by the organiza- 
tion to adopt a code of trading rules 
which will constitute one of the first 
definite results of the lead given by the 
probe into mass buying and price 
spreads instituted at Ottawa by Hon. 
H. H. Stevens, Minister of Trade and 
Commerce. 

Hill said the executives of the Na- 
tional Association have held meetings 
on the subject and that a plan would be 
soon presented to the Government for 
consideration. 

The action by the Shoe Retailers As- 
sociation supported a prediction made 
in London by George Hougham of Ot- 
tawa, member of the National Fair 
Trade Council, who stated business men 
in all lines would be called upon to draw 
up a set of rules which will aid them in 
fighting any unethical and unfair prac- 
tices such as those charged in evidence 
before the Stevens committee. 





Sketched Backgrounds 


DENVER, CoLo.—The Fontius Shoe 
Co. here has been using an unusual 
and very effective type of sketched 
background design to create the proper 
atmosphere for the particular types of 
merchandise shown in each window. 
Each background is a half-circle rest- 
ing on the floor. It is blank except 
for the pencil sketch of a single per- 
son in the center. If the window fea- 
tures a high-grade shoe designed espe- 
cially for a matron, the illustration 
shows a woman of this exact type. Or 
if the shoe is an inexpensive one for 
young girls, the sketch is of this type 
of individual. 





Simplex Shoe Tree Co. Moves 


CHICAGO — Increased business has 
prompted the Simplex Shoe Tree Co. 
to move its office and factory from 105 
West Adams Street to 159 North Mich- 
igan Avenue, according to an announce- 
‘ment by F. B. Handy, secretary-treas- 
urer of the company. 





New Store at Torrance 


TORRANCE, CAL.—Joseph Koch has 
opened a new family shoe store featur- 
ing popular price shoes. The store is 
well furnished with good window dis- 
play space and a twenty foot frontage. 
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Mrs. Alice Dowd to 
Join Laird Schober 


New York, N. Y.—‘Greater simplic- 
ity for clothes, greater dramatizing of 
shoes,” is the way Mrs. Alice Dowd 
sums up the style trend for the future. 





MRS. ALICE DOWD 


The shoe industry, she believes, is com- 
ing into a new style cycle where shoes 
will have a new importance. The young 
American designers, so strongly influ- 
encing fashion today, are responsible 
for this development. They are all be- 
lievers in simple lines in costumes with 
focal points of interest in the acces- 
sories. 

It is to coordinate shoe fashions with 
general fashions that Mrs. Dowd re- 
cently joined Laird Schober & Com- 
pany as Merchandise Councilor. She 
is a former editor of Vogue Magazine, 
a member of the fashion staff of R. H. 
Macy, and merchandiser of a group of 
departments for the Hahn Department 
Stores. Mrs. Dowd now has her own 
office at 366 Fifth Avenue, New York 
City. 





New Manufacturing Plant 


ORANGE, MAss.—The newly formed 
Orange Shoe Mfg. Co. has taken over 
the former plant of the Merit Shoe Co. 
here and has started operations with 
about 300 hands. Officers of the new 
corporation are Samuel Uchitel, presi- 
dent and production manager; James 
Blum, vice-president and sales man- 
ager, and Alexander Hiatt, treasurer 
and business manager. Directors are 
the officers and Morris L. Shaer, who is 
a partner of Mr. Hiatt in the Royal 
Shoe & Rubber Co., Worcester, Mass. 





Model Shoe Shop Sold 


NEWBERG, CAL.—H. C. Riley has pur- 
chased the Model Shoe Shop from J. W. 
Farley. 
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re Constant 


omiorts 


Styled Right—102 Numbers 
Made Right—Hand Turned 
Serviced Right—from Stock 


- 


Comfort shoes sell steadily every day in 


po the year, but Summer months are the 
best of all. NOW IS THE RIGHT 








IN TIME TO SIZE-UP ON COMFORT 
STOCK © sHoEs! 
=P Is your comfort shoe stock complete? 


Ours is, with a full range of sizes and 
widths on 102 styles serving the steady 





demands of thousands of Constant Com- 


fort dealers. New Catalog, yours for the 


_ asking. 


No. 150 


Black Ruby Kid Five-Hye- 
let Open Throat Tie; 39 
Last; 13/8 Heel; Rubber 
h Toplift. In Stock A to E. 
$2.10. 









No. 726-6 No. 257 
White Kid Blucher Tie; 39 Black Ruby Kid Four-Eyelet 
Last: 13/8 White Finished Tie; 39 Last; 14/8 Heel; Wing- 
Leather Heel. In Stock AA foot Rubber Toplift. In Stock 
CORE eicrcenccaccaenescvess $3.00 PM CS I vce cee cewase $3.00 


No. 257-16. As above in Brow 
FE ee WE re ec cede wane $3.15 





AULI 


WILLIAMSON SHOE CO. 


AUBURN * MAINE 

















* * * * 


Kusn-In-Eze 
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No. 452 Black Kid. 
Grey jeep Lined. rey Shee > 
9/8 “‘Wingfoot’’ Top- 12/8 “Wingtoot"” Top- 
lift. C-D-E, $2.25. lift. B-E, $2.10 
Ne. 451 Same—Drill 
Lined. D-E, $2.10. No. 202 Black Kid. 
Grey heep Lined. 
No. 156 Black Kid. 12/8 ‘“‘Wingfoot’’ Top- 
Grey Sheep Ined. lift. AAA-EE, $2.00. 
13/8 ‘‘Wingfoot’’ Top- No. 402 e—Drill 
lift. AAA-EE, $2.35 Lined. B-E, $1.85. 


* 
45 Styles In Stock 


Forty-five styles of Kush-In-Eze 
comfort shoes which we carry in 
stock, and eight make-up styles 
are illustrated in the new catalog 
which is yours for the asking. 
These good fitting, comfortable, 
well styled, hand turned Kush-In- 
Eze shoes are the preferred com- 
fort offerings of hundreds of re- 
tailers. 


VAUGHAN-TOWLE 
SHOE COMPANY 


A DIVISION OF 
L. B. EVANS’ SON CO. 


WAKEFIELD, MASS. 
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Hand Turned Footwear 





No. 251 Black Kid. 
G Lined 
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A SPRINGTIME DISPLAY OF CHILDREN’S SHOES 















Men’s Display Window Signs 


New York, N. Y.—Two groups of 
men’s shoe stores in this city have 
snapped up their window displays with 
out-of-the-ordinary window signs. 

In the John Ward stores is a unit 
with this sign as a centerpiece: John 
Ward Shoes Are Aged In The Wood. 
Here we show you at a glance just 
why John Ward’s hold their shape and 
their fine appearance. 

Note the wooden last below. 

Observe how the shoe remains on 
it, all through the shoemaking process. 

In mass production factories, this 
process is rushed, taking only a few 
days. But with John Ward’s it is a 
matter of weeks. Each shoe is created 
slowly, painstakingly. Every step un- 
der rigid supervision. 

This longer period “On The Wood” 
means finer shape, longer life for the 
shoe. 

This aged-in-the-wood display had 
four shoes in the process of manufac- 
ture, a brown calfskin, a pair of lasts 
and excellent examples of the finished 
product. 

In the Adler stores, the theme is 
adapted from the current automobile 
models. The full background sign 
reads: “The first shoe under the new 
‘Aerflow Lines.’ Scientifically designed 
to fit the foot in motion.” A large 
drawing of a shoe was superimposed 
on an outline of an airflow car. 





Chain Expanding 


NewakRk, N. J.—Starting an expan- 
sion program which calls for twenty 
stores in the metropolitan area, the 
Harpel-Phillips Shoe Company, Inc., of 
Salem, Mass., has leased for a long term 
the property at 101 Market Street. 

Phillips Shoe Stores have been oper- 
ated for a number of years throughout 
New England and northern New York. 

The entire building is to be remodeled 
under plans prepared by Frank Grad, 
architect. 


Los Angeles, Calif—A decidedly attractive well balanced Spring showing of children’s 
shoes by the May Co. 








Wants New Socks Patterns 


DENVER, CoLo.—“One thing the shoe 
industry needs is a brand new, and 
yet really practical, pattern in ho- 
siery,” says Roy Hendrix, manager of 
the Florsheim store. “All we’ve seen 
for years is clocks, clocks, clocks. 
While they still move fairly well, a 
lot of people are getting tired of them. 
In this store we’re getting away from 
them and pushing polkadots and 
stripes. But, they too are old. I be- 
lieve there is a real field for some- 
thing brand new.” 





Open Sandal Shop 


DALLAS, TEX.—Using their main win- 
dow exclusively for a display of sandals 
priced from $4.95 to $6.50, Volk’s an- 
nounced the opening of their new San- 
dal Shop in the “Green Room” of their 
store. The Sandal Shop is a corner 
of the Green Room made distinctive 
through the advent of linen covers on 
the chairs. Other seats in this depart- 
ment are covered in black leather. 

A curved sign over the hosiery coun- 
ter and across one end of the new shop 
announces the reservation of this sec- 
tion for sandal customers. Other indi- 
cations of the specialized department 
are the display tables laden with gay 
sandals in all colors and styles. J. A. 
Kuykendall is manager of the Green 
Room and Sandal Shop. 





Store Moves 


PASADENA, CAL.—The Florsheim Shoe 
Store formerly occupying its own busi- 
ness location is now located in Leddy’: 
men’s store. L. C. Eisele has been re- 
tained as manager. 





Edelbrock Opens Store 


St. Pau, Minn. — F. W. Edelbrock 
has opened a Style-Eez Booterie at 41¢ 
Robert Street. He has been in the shox 
business locally for 18 years. 
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Ray Trask Advanced 


New York, N. Y.—Following the 
resignation of S. J. Munger, Ray Trask 
has been promoted to the job of mer- 





RAY TRASK 


chandise manager and buyer of men’s 
shoes for the Kaufman Hat Co. group 
of 18 stores. For the past two years 
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he has been assistant to Mr. Munger 
in the merchandising of the Langdon 
line of shoes which are featured by 
the Kaufman stores. 

Ray Trask is well qualified for his 
present position, having held important 
posts such as distribution manager for 
five years for Regal, and two years 
with Nettleton in a similar position. 
He has a thorough knowledge of na- 
tional chain store distribution, knows 
styles throughout the country, while 
size schedules are his hobby. 





Rousso Manager 


MosBILE, ALA.—M. S. Rousso has been 
made manager of Kaber’s Shoe Store. 
He was formerly manager of Kahr’s 
for four years. 





Changes Position 


SALT LAKE City, UTAH—A. L. Weir 
formerly with the Emporium of San 
Francisco, is now connected with the 
Walk Over Shoe Store. 





Florsheim’s 
Metropolitan Manager 


New York, N. Y.—S. J. Munger is 
now in charge of the New York City, 
Brooklyn and Newark Florsheim re- 
tail stores under the general direction 
of J. B. Stancliff of Chicago. 






Opens Men’s Department 


Des MoINes, IowA—A men’s shoe 
department has been opened at 
Younkers, the second floor, in a newly 
built section adjoining the men’s cloth- 
ing department. The department is 
leased by the A. E. Nettleton Co. Dis- 
play space is provided by a series of 
five cases, in dark finish, and the new 
section extends to the window space. 
The addition provides extra space for 
shoes on this floor. Another line of 
men’s shoes has been carried in 
Younkers’ basement shoe section. 


New Neighborhood Store 


Los ANGELES, CAL.—M. Berger, for- 
merly with the Statewide Shoe Co. at 
San Francisco, is opening a new neigh- 
borhood family shoe store near the in- 
tersection of Vermont Avenue and Jef- 
ferson Street. He will feature medium 
price merchandise and will have his 
opening about May 1. 

























Sells Store 


PORTERVILLE, CAL.—D. M. Johns has 
sold his shoe store to Sherman & Levine, 
Los Angeles shoe concern. 











Specializing in Men’s Shoes 
BRISTOL, VT.—Royden D. Palmer has 

opened a retail shoe store in the Dike 

Block. Only men’s shoes will be car- 











ried. 








- FOREMOST IN 
FRIENDLINESS 


There's a new regime at Hotel LaSalle—a friendly 
"what-can-we-do-for-you" spirit that will make you 


happy here. 


You'll find us cheerfully ready to serve—anxious 
to make you feel at home—determined to win 


your constant friendship! 


Here's a famous hotel, with outstanding facili- 
ties, and yet with warmth and hospitality that evi- 
dences our personal interest in you. 


Our rates will please you, too! 


James Louis Smith, Manager 





TO RETAIL AT $5.00 























SHOE. The 


Twenty-four 









fashioned 


craftsmen. 


Complete Your Line with this 
finely styled, 


Ventilated, perforations through and through; a real 
air-flow, streamlined model! Full run of widths and 
sizes from AAAA to D. 


bers, carried in stock in 
a variety of trims and 
from fine, 
sturdy American ma- 
terials by expert union 


Catalog on request 



























As shown R115 
All White R186 
All Black R118 
All Brown R119 











finely made AUTHENTIC AMERICAN 
ideal shoe for comfort and foot health. 













Sport Num- 
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LaSalle Street at 


HOTEL LaSALLE CHICAGO 





Madison 
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This ‘short-cut’ loca- 
tion saves Time and 
Money in New York... 


The Piccadilly is “close to every- 
thing.” Ninety per cent of your 
calls are within a few minutes’ 
radius of this new hotel, and its 
short-cut location will save time 
(and taxi fare) in covering the 
town. 


And when you need relaxation, 
you are right in the center of thea- 
tres and amusements ...to say 
nothing of the Piccadilly’s own 
“Silver Lining” Cocktail Room... 
Perfect. De luxe dinner and sup- 
per, with dancing in the Georgian 
Room, for one dollar! 


The Treasurer himself will ap- 
plaud your keen sense of values in 
choosing this hotel, where com- 
fortable rooms and delicious meals 
are bargains. 


RATES FROM 


°2.90 


ROOM WITH BATH 
450 Outside Rooms 


Hotel 


PICCADILLY 


45TH STREET, WEST OF BROADWAY 
William Madlung, Managing Director 

















PHILADELPHIA, Pa.—The above men’s 


sport window in  Dalsimer’s looks 
rather junky in the illustration, but as 
a matter of fact, it is outstanding 
when viewed from the sidewalk. The 
green and white colorings snap the trim 
right out to the street line, making it 
a display which stops the crowd. 

The unit was made right in the store 
under the supervision of Publicity Man- 
ager Charles R. Cassidy. The center 
cylinder is 14 inches in diameter. The 
three side arms are three feet long and 


SPORT SHOE UNIT IN DALSIMER STORE 





a foot wide with an apron of about two 
inches. 

These arms are painted a pure white, 
save for the green lettering which ex- 
tends about half way. On the upper 
left the shoes are characterized for 
“Shore”; those on the middle right for 
“Town,” while the lower center repre- 
sents styles for “Country” wear. 

The entire unit rests on a green felt, 
six foot circular base. A large sign in 
the center representing a baseball dia- 
mond reads, “First Inning for Sports 





Shoes by Dalsimer.” 








Active Shoe Department 


BuFFALO, N. Y.—The women’s shoe 
department of the Wm. Hengerer Co. 
enjoyed the largest sales volume in- 
crease in merchandising division over 
which Frank Miller has supervision 
during the annual store-wide Spring 
sale in April, it was made known at the 
executive offices of the store. The in- 
crease was reported to be approxi- 
mately 45 per cent over the correspond- 
ing period of 1933. The major demand 
was reported to center in shoe prices 
close to $7.95. 





Parlor Type Store Opens 


DETROIT, MicH.—A new modernistic 
type of shoe store has been opened at 
9810 Joseph Campau Avenue, Ham- 
tramck, leading Detroit suburb, by Sam 
Selman. It is known as the Cinderella 
Shop, and specializes in quality wo- 
men’s shoes. A hosiery counter at the 
front is the only exception to display 
of merchandise. 





Opens Branch 


Tart, CAL.—Burch & Ricards, Bak- 
ersfield shoe retailing firm, have opened 
a branch shop under the name of the 
Louvre Boot Shop. 





| Hayden Bros. Remodels 
| OMAHA, NeB.—The big department 
store of Hayden Bros. is undergoing a 
thorough overhauling. A nice front of 
modern design has been built on the 
/north side and the shoe department 
|given the space immediately south of 
|this entrance. More space was added 
|to this department and all shoes placed 
here, occupying now 60 x 150 feet. 
A. W. Ackermann, formerly of New 
| York, but with Hayden’s since March 1, 
| states changes are due in every depart- 
| ment. 


To Open Men’s Store 


JAMESTOWN, N. Y.—John A. Jones 
will open a new store at 305 North 
Main Street for the sale of men’s shoes. 
For 32 years Mr. Jones has been ac- 
tively identified with the retail men’s 
wear business here until his resigna- 
tion from Jones & Scharf about six 
years ago. For 18 years he was 4 
member of the firm of Jones & Scharf, 
and for 14 years he was identified with 
A. J. Peterson & Son. During the last 
six years Mr. Jones has been with a 
local industrial concern. 
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FITZ-ON 
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vl Fitz-on tops are wanted by every woman 
who sees them. 

— They are entirely practical, and longer wearing 
than most other tops. 

They are available on shoes carrying any style 
nt of Cuban or Louis wood heels. 

pce 

of Fitz-On top refills are not sold by cobblers — 

on women can get them only from stores selling 

Fitz-On equipped shoes. 

on The first retailers to sell shoes with Fitz-On tops 

“ in each city are reaping a tremendous sales 

ew advantage. 

a Your shoe manufacturer can supply them upon 
demand at less extra cost than the profit on one 
sale of refills—the average is nearly three such 
sales for each pair of shoes. 
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af ; FITZ-ON SALES CORPORATION FRED W. MEARS HEEL CO. Inc. 
ast 356 Franklin Street 140 Federal Street 


a WORCESTER) MASSACHUSETTS BOSTON 


When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 
Men’s Shoes 


1 li eel 











sags SHOE 
MEN’S FINE SHOES 
OLD COLONY SHOE CO. ®ROCKTON 








NEW YORK BOSTON 
|_Marbriage Bide. 10 High St._| 





“HIGHEST GRADE ONLY” 
EAST WEYMOUTH. MASS.U-SA. | 
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WHERE TO BUY 


Children’s Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Soles...0-3 
intermediates ....... 1-5 
Flexible Hard Soles. .2-8 

Bend for In-Stock 
Catalog 
MRS. DAY’S IDEAL BABY 
Leeust St. Danvers, Mass. 
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WHERE TO BUY 
, . .Play Shoes 














MONDL’S “PLA-SANDAL” 
Women and Growing Girls 
UCO PROCESS, NO STAPLES 


Made over Brouwer’s Research Last No. 8. 
Popular Price Hygienic Health Shoe. 
Porous leather used. 
IN-STOCK 
No. 1953—Brown and 
White, black and white, 
all white, or smoked. 

Rubber sole and heel. 
$1.98 Retailer 
24 pairs to the case. 
Sizes 3-8. Order early 
to insure prompt deliv- 
ery. Also “‘Pla-Shus’’ 
for men and boys. 
Cireular on request. 
MONDL MFG. CO. 


Oshkosh, Wis. 




















Douglas Store Moves 


Detroit, MicH.—W. L. Douglas Shoe 
Company have moved their uptown 
Woodward Avenue store to a new. lo- 
cation, at 1542 Woodward Avenue. 
James Knight is store manager. A. E. 
Harvey is district manager for Douglas. 
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| and one conspicuously placed on a show 
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BUILDING VOLUME IN GOOD SHOE TREES 





PASADENA, CAL.—L. C. Eisele, man- 
ager of the Florsheim Shoe Store in 
Leddy’s, began pushing the shoe tree 
business eight months ago and is now 
selling from one to three pairs to every 
seventh customer. He expects to push 
this up to one in every four customers 
before the year ends. He sells a neat 
and practical tree which retails at one 
dollar. 


3 REASONS 


WHY YOU SHOULD USE 
SHOE TREES 
1.KEEPS INSOLE SMOOTH 


2.KEEPS WRINKLES FROM 
SETTING ACROSS BALL 
OF FOOT. 


3.KEEPS SHOES IN THEIR 
ORIGINAL SHAPE. 


BUY A PAIR NOW-AND 
NOTICE THE DIFFERENCE 


1%. 


A window card 
Two artistic cards, one in the window 








case, introduce the tree to the visitor 
at the store. These cards give three 
reasons for buying trees. 

Time is not definitely taken from 
shoe selling to promote trees, but as 
soon as a customer is definitely inter- 
ested in a pair of shoes a tree is casual- 
ly slipped into one of his old shoes but 
not in the other. The trees are not 
shoved under his nose in a manner that 
will interrupt the shoe sale. He sees 
the difference between the shoe with 
the tree in it and the one without it and 
the thought soaks in. Frequently he 
comes back for a pair if he fails to buy 
at the time. 

Hotel clerks and others who are on 
their feet a great deal are gone after 
with more pep. One fellow bought 
twelve pairs of trees within a few days. 

“The sale of trees helps the sale of 
shoes with us,” says Mr. Eisele, “for the 
customer using the tree gets more sat- 
isfaction out of his shoes. They last 
longer and look neater and he credits 
much of this to the shoes. Complaints 
from.customers using trees are rare, al- 
most nil. 

“Of course it does not pay to put too 
much effort and time in a shoe store 
selling accessories but trees can be sold 
without much effort or use of time if 
you go at it right. A dollar seems the 
logical price for our territory.” 
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Hollywood Likes Tongues 


HoLLywoop, CaLt.—John G. Oger of 
the Wetherby-Kayser store finds Holly- 
wood women prefer tongues in their 
shoes, a one button strap over a tongue 
and a three eyelet tie with a conspicu- 
ous tongue, both being popular in all 
colors, white leading closely followed 
by blue. Both have modest decorative 
designs done with pin-dot perforations. 

In sport shoes a genuine seal with a 
polished leather heel, six eyelet oxford, 
is showing strength and the same thing 
in brown is in demand. 

Elderly women seeking solid comfort 
with style are being fitted with a soft, 
plain toe pump in white, blue, brown or 
patent leather. 

New accessories going over in a big 
way in this store are hand painted 
leather bags resembling crushed silk. 
They come in the wind-blown, envelope 
and pouch types and are fastened with 
large decorative snaps in wood or glass. 
They fit in best with pastel shades in 
wearing apparel. 

The new knee-high hosiery is being 
sold freely, reports Miss Marie Collins, 
manager of the hosiery department. 





New Sandals 


CuHIcaGo, ILt.—The Young People’s 
Section at Marshall Field and Com- 
pany’s is looking forward to selling lots 
of play shoes in all sorts of brilliant 





colors. These “play shoes” will be worn 
on the street and in the home by women 
as well as young folks, it was said here. 
Each season this type of shoe grows 
more popular for a lot of uses besides 
just “play.” 

A brand new model is of duck with 
crepe soles with silk laces which end in 
cute little yarn balls. They come in red, 
orange and navy blue and are selling at 
$2.50 a pair. 

Some little honeys sure to catch the 
eye of the tiny tot are in checked blue 
and white and red and white seersucker 
backed with a white twill and bound 
with the same. These come in sizes 
from 7 in child’s line to misses 7 so that 
big sister and mother too can sport 
them. 

Lots and lots of sandals will be worn 
for everything is the prediction here 
and very colorful these will be. As a 
reminder of the color complex that shoe 
wearers are to have this summer is a 
long row of house slippers which arrest 
the eye at once. These are in brilliant 
Mexican stripes tufted off with puffs of 
marabou. 





Men’s Shoes in Lynn 

LYNN, Mass.—Munroe Shoe Co., now 
at 589 Essex Street, has started to get 
out men’s popular price oxfords by the 
McKay welt method. Arthur Harney, 
manager, was formerly with P. J. Har- 
ney Shoe Co. and Harney Bros. 
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Plain White Golf Shoes 


HoLLywoop, -CAL.—Gibson’s, Inc., 
fashionable Hollywood men’s shoe store, 
finds plain white buck golf shoes prac- 
tically replacing combinations. The 
store stocks a few golf shoes for women 
and finds the trend toward plain white 
just as strong there. In the custom 
shoe department the unit price has gone 
up more than 10 per cent over that of 
last year while the percentage of spe- 
cial orders in relation to purchases from 
stock has increased several per cent, 
according to S. Kendall Gibson, head of 
the company, 





Red Shoes Selling 


MIAMI, FLA.—Toeless sandals are in- 
creasingly popular with women as the 
warm weather advances is the report 
from Cornell’s Bootery. Cool and com- 
fortable, they are to be desired for 
warm spring days. 

Oxfords head the list of popular 
sports shoes—all white being in the 
lead. There is practically no demand 
for white with black trim, but there is 
for white with brown trim. 

There is more demand for all red and 
red ‘trim right now than for a long 
time past. This is felt in all kinds of 
spectator shoes. 





White Shoe Display 


DENVER, COLO.—The women’s shoe 
department at the Gano-Downs Co. here 
has been using the biggest white win- 
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dow in its history. An end window 
was devoted entirely to white shoes; 
it contained nearly 40 pairs in all dif- 
ferent styles. Most of the merchan- 
dise was arranged on round, stairway 
type fixtures mostly painted in green 
and having cream-colored steps. Buyer 
R. O. Mattingly reports an exception- 
ally good early demand on all kinds 
of sports shoes, but particularly brown 
and white numbers with low heels. 





WHITE SUEDE AND DOE 


Los Angeles, Calif—Charley Cline in his 
French Slipper Shops is finding the demand 
strong for both white suede and white doe 
in both pumps and sandals, white kid having 
nothing on either of these materials. 








Men’s Sandals Selling 


MIAMI, FLA.—Men are falling hard 
for sandals, according to Sam Bailey. 
There is a steadily increasing demand 
for the all-rubber sandal with heavy 
sole and low heel. They are comfort- 
able and practical for camp wear, to 
wear while washing the car, watering 
the lawn or fishing. They are just the 
thing for use on the beach and for 
lounging about the house. More and 
more they are being seen on the street. 


Black Bottoms 


HOLLYwoop, CAL.—R. Lee Taylor, 
manager of the Nettleton shoe depart- 
ment in Roos Brothers’ store here, finds 





popular. 
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black bottoms much more popular than 
the natural colored bottoms in white 
buck shoes. His customers say they 
match a great number of colors in suits 
and can be worn well with black and 
blue suits. 

Gray suede, next to white buck, is 
the leader in sport shoes. 





Ringless Hose 


Gray suede, next to white buck, is 
be ringless are being sold in stunning 
flat parcels done up in cellophane at 
F. E. Foster and Company’s. They go 
modern with a very lightweight black 
bristol board to stiffen them. These 
cellophane wrapped packages are going 
very well, it is said here, as it is not 
necessary to inspect each pair since it 
carries with it the guarantee of ring- 
less weave. Women like the idea that 
they have not been handled before 
reaching them it was said. 





White Goat Pleases Customers 


HoLLywoop, CaLt.—White goat with 
either natural or black bottoms sell so 
rapidly in the Florsheim Shoe Com- 
pany Store here that M. O. Michelson, 
the manager, finds it difficult to keep up 
with the demand, he states. 

There are two leading styles—a nar- 
row toe with a straight tip and a round 
toe with a wing tip and either comes 
with high or low heel, the high heels 
leading. The practical character of 
the shoe, that is the ease of keeping 
it clean, is the feature that makes it 





WHO MAKES? 


Inquiry Department, Boot & Shoe Recorder, 


239 West 39th St., New York, N. Y. 


Please send us information where we can buy 


Our name 


Street address 


City and state 


Let the RECORDER help you 
locate wanted merchandise. 
Mention grades. Attach to 
your letterhead and mail to 


Inquiry Department 


Boot & Shoe Recorder 
239 West 39th St., New York, N. Y. 

















In Ootumbus iti 
' © The NEILHOUSE 


In Chron sti 
© The MAYFLOWER 


© The FLEETWOOD 


AN EXCLUSIVE WINTER RESORT HOTEL 





VY GPPGGGCUS* 


fealire: UNUSUALLY COMFORT: 
ABLE ROOMS, THE FINEST OF 
FOODS AND RATES STARTING AT 
$2.50 SINGLE. $4.00 D0UBLE 


© the HOLLEN DEN 


1050 ROOMS ALL WITH BATH 
RADIO IN EVERY ROOM 


650 ROOMS. ALL WITH BATH 


450 ROOMS. ALL WITH BATH 
RADIO IN EVERY ROOM 


OPERATING EUROPEAN PLAN 
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WHERE TO BUY 


Women’s Shoes 





THE PUMP WITHOUT A GAP 


GENUINE COMPO PROCESS 
IN STOCK 


Kafr Calf 
Patent Leather 
Kid 


White Kid 
White 
Satin 


Regent and Seamless 
High and Baby Louis 
AAA te C 


BETT SHOE CO. 
N. 4th St., Philadelphia, Pa. 











SUNRAY 
SANDALS 





X1402 White Kid Louis Heel................... $2.35 
X%4502 White Linen Louis Heel................. $1.85 
Also same with Cuban Heels, 

AA to C in Stock 


Send for in Stock Bulletin 
Terms 2% 10 days. Net 30 


HANNAHSONS SHOE COMPANY 
HAVERHILL, MASS. 


KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 
IN STOCK 








——_ 


Ne. 202 Black 
Kid $2.10 





GENS FOR CATALOG 


VAUGHAN-TOWLE CO. v 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Sen Ce.) 





Remodels Department 


SPRINGFIELD, OHI0O—The shoe de- 
partment in Thal’s Fashion has been 
completely remodeled and redecorated 
and is an outstanding department in 
central Ohio. Modernistic seats in 
chromium and black and walnut fit- 
tings are featured. The department is 
located on the main floor of the store. 
L. L. Clark is manager of the section. 


Adds to Chain 


FRESNO, CaL.—Marking rapid expan- 
sion throughout California, Alfred 
Sachs, Inc., has opened its Fresno re- 
tail shoe shop branch. The headquar- 
ters of this chain is in Los Angeles. 
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PHILADELPHIA, Pa.—In the Philadel- 
phia Shoe Retailers Bowling League 
the Steigerwalt store team copped the 
silver cup, emblematic of the champion- 
ship. The victors tallied 48 triumphs 
in 81 games for a .593 average. 


Dalsimer finished in the runner-up |; 


berth, two games back of the leaders. 
Hanans captured third position. 
The Steigerwalt combination dis- 


played a fine brand of bowling all sea- 4 





PHILADELPHIA BOWLING CHAMPIONS 


Reading from left to right, the champion bowlers are: standing—J. Magee, P. C. Weber, 
manager, A. Tasca. Seated—Russel Belfield, S. M. Arnold, captain and J. Paisley. 
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son. The ultimate champs led the loop 
for the 27-week duration of the pennant 


chase. 
LEAGUE STANDING 


Ww. L P.¢ 
NS ee 48 33 -593 
0 rer ree 46 35 -568 
NII Haas Sava scsu taxa eevee arm oe 45 36 Hii 
4 eT er 43 38 531 
Geutings-Mkt. 43 38 531 

41 40 50 


Geutings-Chest. 
WOE COVED 6ccccie. 38 43 469 








Sandal Oxfords at Gudes 


Los ANGELES, CAL.—The new sandal 
type oxford in both kidskin and buck- 
skin, trimmed or plain, is being fea- 
tured conspicuously at Gude’s, Inc. 
While this shoe is really an oxford the 
design of cross straps, etc., gives it the 
appearance of a sandal. It fills the 
need of those women who wish to follow 
the mode in sandals and yet for physi- 
cal reasons feel the need for more sup- 
port to the foot than the ordinary open 
sandal affords. 





Keeps Dancing Feet 
Comfortable 


PEABODY, Mass.—Tanners here are 
getting out a new sort of sheep, made 
of plump supple skins, and tanned and 
finished as white as can be, the leather 
to be used for sock linings in dancing 
slippers, so that the fast steppers can 
dance for hours and hours without the 
feet getting warm and weary. 


White Buck Sales Active 


PASADENA, CAL.—Although by April 
1 the Florsheim Store here had sold 
more white buck shoes than it had sold 














by July 1 last year, yet plain tips in 
white had not gone over at all with 
Pasadena men, according to L. C. 
Eisele, manager. Wing tips with heavy 
perforations are all the go. 

Contrary to expectations the black 
calf trim on the white bucks has outsold 
the brown trims. 





HARDER “FAT LIQUORS” 


Peabody, Mass.—Tanners are calling for 
harder fat liquors, these to be used for making 
leather for heavy duty shoes, like shoes for the 
Conservation Corps and winter sports. These 
shoes, like a motor truck, call for oils and 
greases that will stand the gaff. 





Pin-dots in Suede Sandals 


Los ANGELES, CAL.—A clever white 
suede sandal accented with white calf 
decorated with pin-dot perforations in 
abundance is being featured at all 
Innes Shoe Stores in Los Angeles, Hol- 
lywood and Pasadena. 

The same sandal in gray suede is 
meeting with good reception. 
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Pasadena High Styles 


PASADENA, CAL.—Taffeta sandals in 
checked gingham patterns are being 
shown by the Huggins Shoe Company 


a 


Te) 





here and are proving very popular. Six 
different combinations are shown, as 
follows: red and white, brown and 
white, black and white, blue and white, 





York... 
trade... 


| 1328 BROADWAY sie NEU 





Under one roof... the showrooms 
of the shoe industry’s leading man- 
ufacturers... 
retailers and buyers, who, in one 
visit, may learn all that is new and 
smart in the shoe world. 

The coming season’s outstanding 
shoe styles are on display now at 
the Shoe Buying Centre in New 
the crossroads of the 
. the Marbridge Building. 
Come and see them before you buy! 
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green and white, and yellow and white. 

Accessories in the same materials are 
offered and practically all customers 
prefer ensembles. As an additional 
feature the material is offered in yard- 
age form and women clever with the 
needle in many cases buy a half yard 
of material and cover their own purses. 
Others buy a yard of material and 
make their own scarfs. Gloves with 
taffeta backs and leather fronts are 
being sold as accessories and some few 
women buy the yardage to cover the 
backs of their own gloves. Facing hats 
is also popular. 

Ted Huggins, the buyer and general 
manager, is also promoting red Russia 
calf very successfully. He is showing 
this in oxfords, one-eyelet ties, and 
pumps at $12.50. It is being bought for 
all Summer wear and goes well with 
practically any color of Summer dress 
worn with it. The demand is increas- 
ing, Mr. Huggins states, as the season 
advances. 

Every white doe shoe shown in the 
beautiful Huggins store has a solid 
leather heel highly polished and show- 
ing the natural grain of the leather. 
These heels are proving more practical 
among Huggins’ customers as they do 
not “smudge” when used in automobiles, 
they relieve the bareness of all white 
and noticeably cut down the apparent 
length of the shoes, Mr. Huggins states. 

Fabric shoes both in pumps and demi- 
ties trimmed in matching kid and in- 
tended for use with dark sheers or 
prints are being shown in several num- 
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Shop the Mar- 
bridge Building— 
Headquarters for 
Value and Style 
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Square 
theatres . . 
. . extra large rooms— 
many windows—large closets— 
comfortable furnishings. 


1000 ROOMS 
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bers, navy blue and black with blue 
leading. This number is equally popular 
with fabric sides and kid tips or fabric 
tips and kid sides. 





Printed Suede 


PEABODY, Mass.—Tanners here have 
succeeded in printing suede at last. 
They print it in designs and colors 
much like those of familiar fancy 
grains, only the new finish is on the 
nap of suede and not on the hard 
smooth surface of the grain. They’ve 
worked a dozen years or more to get 
this fancy suede leather. And they’ve 
asked for patents on it. Hitherto suedes 
have all been of smooth nap for the 
entire surface, and solid colors, like 
blacks, browns, blues, greens and 
beiges. Now the nap can be printed in 
most any pattern that the designers 
can think of, and the print done in 
colors. So a new kind of suede leather 
for Fall footwear. 





Ring Lizards Active 


Los ANGELES, CAL.—Ring lizards 
in pumps, ties, and strap sandals are 
still selling well at all of Mandel’s five 
stores in Los Angeles, according to 
H. C. Wolfson. Two different heels, a 
boulevard and a dress heel, are equally 
popular in two heights, a 20-8 and a 
171%4-8. The price is $7.90. The prac- 
tical and general utility qualities of the 
lizard are the basis of the appeal. 


The BEST “BUY” in 
NEW YORK HOTELDOM 


A COMBINATION of every- 
thing you desire in a hotel at 
amazingly low rates—perfect lo- 
in the heart of Times 


adjacent to all 
. New York's newest 


1000 BATHS 
1000 RADIOS 


Rooms from $9.50 a day 


Garage Opposite Hotel 


HOTEL EDISON 


47th Street just West of Broadway 


New York 


OWNERSHIP MANAGEMENT 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 














. 8. CHASE & SONS, INC.. 
W: ST AVERHILL, MASS. 

ta Steck—Men’s Full Leather Lined 

Handturned Slippers 

Priced from $1.75 
Kid Pullman Slippers 
colors and black witb 
nap Pocket $1.35 
ipper Pocket $1.50 















WHERE TO BUY 
Sandals 








HERE IT IS! 
that sandal for 
Leisure Hours 
with wood sole 
that BENDS. 


Gingham checked 
cutouts blend with 
any color scheme. 


High or Low 
Heel. 
Rocker or Flex- 
ible Wood Sole. 


Sizes for all ages— 
Fit any width. 


REESE WOODEN SOLE SHOECO.), Inc. 


Columbus, Nebraska 




















WHERE TO BUY 


Hosiery Protectors 
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When you see the name 


TIFFANY 
on Gn fones 


WALK-EZE 


on Stocking Protectors 
it means QUALITY 
Only WALK-EZE’S are 
made of patented Kemi- 
Suede—the non-injurious 
material that is durable 
—washable—h 


yeienie and 
sweatproof. 
Sizes for Women, Protected by 
Men and Children ws. (ea5700 
Order from your jobber or : 
WALRK-BZE Sales Offices Stamped on every pair. 


Executive Office: Syracuse, N. Y. 

NEW YORK: 1141 Broadway 

CHICAGO: 114 E. Austin Ave. 
CANADA: 729 St. Antoine St., Montreal 
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Represent Wholesale House 


New York, N. Y.—W. E. Butler will 
cover Alabama, Georgia and Florida, | 
and M. B. Brisolain is the new repre- 
sentative in Louisiana and Mississippi 
for Morris Shoe Co., 143 Duane Street, 
wholesalers of Juvenile Footwear. 
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John R. Grigg Representing 
Herbst Shoe Co. 


Out in Iowa, John R. Grigg is well 
known to the trade, having been a re- 





JOHN R. GRIGG 


tailer and prominent in the State asso- 
ciation. Recently, however, he has op- 
erated two stores for a well-known 
women’s line of footwear in Milwaukee, 
which followed service under S. J. 
Brouwer. Now he will represent the 
Herbst Shoe Mfg. Co., makers of “Tom 
Boy” shoes for children, and the Child 
Life Shoe Co., in the States of Iowa, 
Nebraska, Kansas and Missouri. 

Mr. Grigg’s experience as a retailer, 
and as a close student of buying, adver- 
tising, displays, stock records, etc., 
gives him a splendid equipment for aid- 
ing and serving the merchanits he will 
call on in his territory. 


Opens Boston Office 


Boston, Mass.—John Sidebotham, 
Inc., of Frankford, Philadelphia, Pa., 
one of the largest manufacturers of 
shoe bindings in the country, have 
opened sales offices at the showrooms 
of John Greenberg, 81 South Street, 
and are catering direct from the mill 
to the shoe manufacturer, and carry 
the leading seasonable colors in the 
various qualities demanded by the shoe 
trade. Color cards can be had by any 
of the shoe manufacturers desiring 
them. 
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Feller With Hu-Man Co. 


Nat Hudes and Theodore Schuman of 
Hu-Man Shoe Company, Duane Street, 
New York City, announce the associ- 
ation of Sol R. Feller with that firm. 
Feller has been in the retail shoe busi- 
ness for the past 20 years and through 
this experience will be able to serve the 
retail trade with a much greater effi- 
ciency in regard to fitting, style and 
stocks. Hu-Man Shoe Company are 
wholesalers of women’s and misses’ 
novelty shoes and fashionable stouts. 





Moves to Larger Quarters 


CuicaGo, ILt.—The Simplex Shoe 
Tree Co. are now located in new anid 
larger quarters at 159 N. Michigan 
Boulevard. F. B. Handy, secretary- 
treasurer, says: “We are having a nice 
increase in our volume of business, 
which makes larger quarters necessary 
than were available at our former lo- 
cation over on West Adams Street, and 
this is a bit more convenient for our 
friends who visit our sample rooms.” 





F. J. Rost With 
A. Freedman & Sons 


F. J. Rost, for many years identified 
with the Clinton Shoe Company, and 





F. J. ROST 


later with Isaac Prouty & Company of 
Spencer, Mass., is now identified with 
A. Freedman & Sons, Inc., of Brockton, 
Mass., and will represent this we'l- 
known South Shore house in the State 
of Illinois, including the city of 
Chicago. 
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Successful retailers know 
that the inside as well as the 
outside of a shoe must be neat, 


and trim in appearance. 


tified Du Pont Pontan Quarter Lining, 


and 
because of its uniformity and 
practical working qualities, is at- 
tractive in appearance and will 


impress the customer favorably. 


It is furnished in white, gray, fawn 


and other appealing colors. 
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WHERE TO BUY 


Leathers 
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WHERE TO BUY 
Shoe Trees 
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Joins Myers’ Staff 


James Schorr is the newly appointed 
representative of the D. Myers & Son, 
of Baltimore, with new wholesale office 
on the sixth floor of the Griswold Build- 
ing, Detroit. Schorr who has_ been 
familiar with the Detroit field in other 
connections, finds business very good 
in his new line. 





Huth-James Buys 
Control of Marathon 


MILWAUKEE, Wis.—Stockholders of 
the Marathon Shoe Co., Wausau, Wis., 
have accepted the offer of the Huth- 
James Shoe Manufacturing Co., Mil- 
waukee, to purchase a controlling in- 
terest in their company. The Mara- 
thon stockholders met on April 25 and 
voted the action. 

Huth James officials went to Wausau 
this week to confer with Marathon 
Shoe Co. officials. The consolidation 
will be effected by about May 5, it is 
announced. The Huth-James Co. will 
not make any changes in plant manu- 
facture under the new management. 
The daily production of the Marathon 
Shoe Co. is expected to be 1200 pairs 
of children’s shoes per day. 








| His Job Is Making 


Shoe Men Happy 


New YorkK—If shoe men were asked 
to vote for the most popular hotel 
manager in New York, Jack Beber of 
the Hotel Edison would undoubtedly be 





JACK BEBER 


one of the strongest contenders for the 
honor. 

Mr. Beber began his hotel training 
25 years ago under Jim Reagan, of the 
Knickerbocker Hotel, New York City. 
Afterward he spent 10 years studying 
the hotel business throughout the coun- 
try, his itinerary including the Palace 
and Claremont Hotels, San Francisco; 
the Green Hotel, Pasadena; the Alex- 
andria Hotel in Los Angeles, and the 
Fontenelle Hotel in Omaha. 

Then he came back to New York City 
and became associated with the Hotel 
Claridge, which for a long time was 
very popular with shoe men. It was 
here that Mr. Beber first specialized on 
the shoe industry. 

When the Hotel Edison, New York, 
was opened to the public in 1931, Mr. 
Beber was appointed first assistant 
manager and he has been associated 
with that hotel ever since. He has a 
host of friends in the shoe trade and 
is well known for his winning smile and 
desire to make the shoe men happy 
when they are in the metropolis. 





Representing Penczak Bros. 


F. J. Miller, former shoe buyer of 
Cromer-Cassel, Miami, Fla., is now 
connected with the wholesale end of 
the ladies’ shoe business, representing 
Penczak Brothers, manufacturers of 
ladies’ turned shoes. He is heading 
their sales force. 
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WHERE TO BUY 


Children’s Footwear 








A FIRST WALKING SHOE 


worthy of 
AMERICA’S TODDLERS 
SWAN shoes of selected leathers and find- 
ings, particular work- 
manship and fine fitting 
styles are a _ profitable 
line for the retailer. 
High shoes, oxfords, one 
straps and sandals in 
stock. Moccasin 









SANDAL 
SWAN SHOE CO., INC. 
Baltimore, Md. 
New York Office—705 Marbridge Bidg. 
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WHERE TO BUY 


Riding Boots 
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LARGEST 
BOOT STOCK 


in America 


Domestic and Imported 
For Immediate Delivery 


Men, Women & Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 
Cemee Qnien 
R-7 on Request 
COLT 
CROMWELL CO. 


1239 Broadway 
New York City 











Credit Survey 


New York, N. Y.—For the third 
consecutive month, nationwide sales 
conditions and collections in wholesale 
lines held their own, according to a 
survey announced by the National As- 
sociation of Credit Men. The study 
covers 100 major markets in every 
State. 

Based on reports from the associa- 
tion’s branch offices in these citics 
throughout the country, the survey is 
a compilation of the experiences of the 
20,000 member firms which are engaged 
in manufacturing, wholesaling and 
banking lines of industry. 

Sixteen cities report “good” colle:- 
tions and 22 “good” sales. Thirteen 
of the 38 cities achieved the best record 
by reporting both sales and collections 
as “good.” The remainder were in the 





single “good” list. 
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New England Association 
Holds 65th Meeting 


[CONTINUED FROM PAGB 36] 


Officers and directors to serve during 
1934-35 were elected as follows: 

President—Col. Harold S. Wonson, 
Commonwealth Shoe and Leather Co., 
Whitman, Mass.; vice-presidents — J. 
Franklin McElwain, J. F. McElwain 
Co., Boston, Mass., Carl F. Danner, 
American Hide and Leather Co., Bos- 
ton, Mass., Major Charles T. Cahill, 
United Shoe Machinery Corp., Boston, 
Mass.; secretary-treasurer—Thomas F. 
Anderson, Boston, Mass.; official audi- 
tors—Herbert F. French & Co., Boston, 
Mass. 

Directors: 
Co., Wilton, Me.; Freeman M. Crosby, 
United States Leather Co. of Mass., 
Boston, Mass.; Alfred W. Donovan, E. 
T. Wright & Co., Inc., Rockland, Mass.; 
Horace R. Drinkwater, Edwin Clapp 
& Son, Inc., East Weymouth, Mass; 
H. A. Ely, A. F. Gallun & Sons, Boston, 
Mass.; Arthur L. Evans, L. B. Evans 
Son Co., Wakefield, Mass.; William J. 
Fallon, W. J. Fallon Leather Co., Bos- 
ton, Mass.; Russell B. Frye, John A. 
Frye Shoe Co., Marlboro, Mass.; Max- 
well P. Gaddis, Hutchinson-Winch, 
Boston, Mass.; ‘Harry E. Gardner, 
American Oak Leather Co., Boston, 
Mass.; Albert F. Gordon, A. F. Gor- 
don, Ine., Boston, Mass.; James T. 
Gormley, Day-Gormley Leather Co., Bos- 
ton Mass.; Julius Hollander, Amalga- 
mated Leather Companies, Inc., Bos- 
ton, Mass.; Charles C. Hoyt, National 
Fabric and Finishing Co., Boston, 
Mass.; A. F. Hunt, A. C. Lawrence 
Leather Co., Peabody, Mass.; Paul O. 
MacBride, Milford Shoe Co., Milford, 
Mass.; Charles E. Moore, Geo. E. Keith 
Co., Brockton, Mass.; John F. Murphy, 
The Ohio Leather Corp., Boston, Mass.; 
Francis J. O’Donnell, Joseph M. Her- 
man Shoe Co., Millis, Mass.; Everett 
T. Packard, Avon Sole Co., Avon Mass.; 
Henry G. Powning, B. A. Corbin & Son 
Co., Boston, Mass.; Burt W. Rankin, 
Hunt-Rankin Leather Co., Boston, 
Mass.; Thomas Small, Allied Kid Co., 
Boston, Mass.; Col. Harold S. Won- 
son, Whitman, Mass., ex officio; Thomas 
F. Anderson, Boston, Mass., ex-officio. 

A resolution thanking the Associa- 
tion’s retiring president, William J. 
Fallon, for his loyal service was adopt- 
ed by the meeting. 

Secretary Anderson expressed his 
warm appreciation of the constant and 
constructive cooperation he has received 
from Mr. Charles C. Hoyt, president 
of the Association in 1909-12, and a 
member of the Board of Directors for 
an unbroken period of a quarter of a 
century. He stated that no member 
of the Association ever has rendered it 
such valuable or continuous service. 

By request, Alfred W. Donovan de- 
scribed the origin and plan of the Arch- 
Preserver Club, recently organized for 
social and educational purposes by the 
employees of E. T. Wright & Co., with 
the cooperation of the firm. 
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BuFFALo, N. Y.—-David Abrams, Inc., 
chain store footwear retailers, operat- 
ing under the name of the Liberty 
Shoe Co., has leased the store at East 
Seneca and Cazenovia Streets for a 
10-year period, effective June 1, and 
will open it as another link in its chain. 
The store has a frontage of 18 feet in 
East Seneca Street and is 75 feet deep. 





OBITUARY 





Alex J. Wylie 

Des Moines, Iowa—Alex J. Wylie, 
49, manager of the Hood Rubber Co. 
in Des Moines for 12 years, died at 
his home here after an illness of two 
months. He had retired two years ago 
after the closing of the Hood plant. 
Many of the Des Moines shoe dealers 
attended the services as Mr. Wylie was 
a popular man in the industry. He is 
survived by his wife, one son and four 
daughters. 

He was widely known for one of his 
hobbies—fires, and had passes through 
fire lines from many fire chiefs in the 
country. 


Charles C. Grobstein 


CotumBus, UH10—Charles C. Grob- 
stein, aged 24, head of the leasing, 
real estate and advertising depart- 
ments of the Schiff Co., died recently 


as a result of appendicitis in a hos- | 


pital in Youngstown, Ohio. Mr. Grob- 
stein was born and reared in Youngs- 
town and attended Ohio State Univer- 
sity. Following his graduation he en- 
tered the employ of the Schiff Co. and 
within four years had advanced to his 
very important position. He leaves his 
wife, his parents, three brothers and 
two sisters. Burial was made in 
Youngstown, Ohio. 





August Beckman 


EveERETT, Mass.—August Beckman, 
president and treasurer of the Eagle 
Shoe Mfg. Co., passed away on Tues- 
day, April 24. He was one of the or- 
ganizers of this company, which was 
originally established in Lynn in 1907. 
Another organizer was the late Frank 
T. Johanson, father of Roy T. Johan- 
son and George Harry Johanson, who 
have been associated for a number of 
years with Mr. Beckman in the man- 
agement of the Eagle Shoe Company. 

Mr. Beckman was 69 years old and 
was born in Sweden, coming to this 
country as a young man and locating 
in Manchester, N. H., where he worked 
in a shoe factory. He was in every 
sense a self-made man, and with the 
aid of his associates built a very suc- 
cessful business making staple men’s 
and boys’ shoes. 

The Eagle Shoe Company, a corpo- 
ration, will be continued under the 








management of the Johanson brothers. 





To Open New Branch 





| black satin, lined with peach. 
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New Boudoir Slippers 


CHICAGO, ILL.—Spring brings an ar- 
ray of charming new slippers for the 
leisure hours in the Little Boudoir 
Shop at Marshall Field and Company’s. 
Mules of Lastex silk, multi-colored in 
brilliant Mexican hues, illustrate the 
season’s vogue for gay footwear. They 
are trimmed with narrow bands of 
black and of gold, which adds to their 
festivity. All this one gets for $6.50. 

White satin mules are _ heavily 
trimmed with an elaborate scroll de- 
sign in rhinestones. They have a sil- 
ver heel-seat. Price is $10. A new 
“tiffin” slipper is of apple-green com- 
bined with gold satin. It has a back- 
strap and a cute little bow. The same 
model is shown in gold and in silver 
kid. The satins are $4.75 and the kids 
are $10. 

A very swanky gold slipper is toe- 
less, has a back-strap and a flat heel. 
It sells at $7.50 and the young things 
are buying them for party slippers. 
They also come in silver kid. A strict- 
ly hostess slipper with high Spanish 
heel is of gold satin lined with gold and 
silver. 

A very new “streamline” bridge slip- 
per is just making its bow. it is of 
It has 


| a smart little bow fastened on with a 


| gold clasp. 








Its running mate is of all 
amber. The streamline effect is 
achieved by the long sweep from point- 
ed toe to a quarter which lifts rather 
high at the heel. These are $5. 





A Correction 


In the advertisement of the M. J. 
Saks Shoe Corp., page 39, issue of 
April 21, there has been some confu- 
sion among retailers ordering shoes 
as to the price of Sandal No. 7007. 
The price of this shoe is $2.65 and is 
not to be confused with the “Saxon” 
at $2.35, which is a seamless opera 
pump. The above mentioned sandal in 


| Silver Kid is No. 7008 and is priced at 


$3.60. 


Adds Men’s Shoes 


JAMESTOWN, N. Y.— Lundquist & 
Soderstrom, which recently opened a 
new men’s wear store at 206 North 
Main Street, has established a new de- 
partment for the sale of men’s popular 
priced footwear. J. Warner Soder- 
strom and Charles E. Lundquist for- 
merly operated separate retail stores 
here until the organization of the new 
firm and the consolidation of the two 
stores in a new location. 





Lewis Boot Shop Moves 


CLEVELAND, OHI0O—Lewis Boot Shop 
moved from 10511 Euclid Ave. into 
new and larger quarters at 10528 Eu- 
clid Ave. The new store was remodeled 
throughout. A complete stock of shoes 
for the whole family is carried. 
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SALESMEN WANTED 


POSITION WANTED 


LINE WANTED 





ANTED: EXPERIENGED SHOE SALES. 

MAN by old reliable factory to cover the 
following territories: Montana, North and South 
Dakota—Iowa and Nebraska—Washington, Ore- 
gon and Idaho—Oklahoma and Arkansas—Mis- 
souri and Kansas—Ohio and West Virginia— 
Florida, Georgia and Alabama—Virginia, North 
and South Carolina—Texas. We make a com- 
plete line of COMFORT TURN SHOES— 
WELTS—and UCO, the new lock-stitch process. 
We pay 7% commission—5% advanced on ac- 
cepted orders, and settlement semi-monthly on 
shipments. In making application, give full par- 
ticulars regarding past experience with refer- 
ences. Address D-716, care Boot & Shoe 
oer, 209 South State Street, Chicago, 
llinois. 





HOE salesmen to carry a side line of ladies’ 
~ ribbon and leather shoe ornaments. State 
territory and experience. Bow Art Co., 903 
Home Street, Bronx, N. Y. 








SHOE BUYER WANTED 








SHOE BUYER 


Wanted — for women’s 
shoes to retail from $7.50 
up. Company located in 
St. Louis. Write full de- 
tails of experience. P. O. 
Box 696, St. Louis, Mis- 
souri. 

















FOR LEASE 





SHOE BUYER 


Any shoe department that needs an 
experienced buyer who knows his New 
England sources of supply in the-most- 
for-tthe-money shoes to move with 
speed and certainty should write to 
me, for I have merchandised profit- 
ably a basement department, increas- 
ing its volume from $50,000 to $300.- 
000. Can move old stock to get the 
most out of it and gradually build up 
a new stock to move with greater turn- 
over. Address D-725, care Boot & Shoe 
Recorder, 239 West 39th Street, New 





York, N. Y. 








SHOE window dresser with ability to construct 
and assemble own displays wishes work in 
Los Angeles, California. Ten years’ association 
with Wise Shoe and A. S. Beck. Also 

salesman. Address D-713, care Boot e Stee 
ae agi 239 West 39th Street, Re York, 





LERT YOUNG MAN WISHES POSI- 

TION AS _ STATISTICAL WORKER. 
HAS BEEN TRIAL wr E ey 
AND CONTROLLER OF OUNT E- 
CEIVABLE AND RETAIL CREDIT INFOR. 
MATION. HAS HAD THIRTEEN YEARS 
EXPERIENCE WITH PREVIOUS CON.- 
CERN, IN _A FIDUCIARY CAPACITY. 
REFERENCES SUBMITTED. ADDRESS 
D-724. CARE BOOT & SHOE RECORDER. 
ss aaaaial 39th STREET, NEW YORK, 
N..%: 





IX years’ experience shoe jobbing. Complete 
charge—credits, collections. Handle corre- 
spondence. Address D-723, care Boot & Shoe 
ae 239 West 39th Street, New York, 





OR LEASE—Modern Shoe Department located 

in fast University town close to campus— 
now operating—attractive proposition to right 
chain or independent operator. Address D-720, 
care Boot & Shoe “eo 239 West 39th 
Street, New York, N. Y. 





OR LEASE--Store in Troy, N. Y., 24 by 

85; for ten years occupied by a leading shoe 
concern in the center of shoe business. Address 
D-719, care Boot & oe Recorder, 239 West 
39th Street, New York, N. Y. 


ALESMAN desires position with reliable 
house. Has heen calling on N. Y. and 
Philadelphia shoe factories. Acquainted _— 
buyers. Address D-718, care Boot 
Reveeder, 239 West 39th Street, New York. 








WANTED TO LEASE 


ANTED—Departments for ladies’ shoes in 

towns of 50,000 or more by successful organi- 
zation. Write: Packard Shoe Co., Minneapolis, 
Minn. 





THE undersigned is a British born subject, 3 
years old, with over 18 years’ salesman ex 
perience, coming to India in 1922. I have goo 
connections and know the market well. I woul! 
like to act as agent in India for some we! 
known American shoe manufacturer. Can fui 
nish excellent references. C. Easterbrook, 
Narindar Place, Parliament St., New Delhi, 
India. 


OLUME trade: The writer of this advertis: 
ment has had many years of successful ¢ 
perience in selling the outstanding shoe account 
throughout the United States. He knows int 
mately the volume buyers as well as leading 
independent retail merchants in various sections 
of the country. His record is a_ splendid one 
in every sense of the word. He is desirous of 
securing a good line of shoes for the coming 
season and feels that his experience and quali- 
fications will enable him to produce good results 
for some well established concern. Best of re‘- 
erences furnished. Address D-726. care Boot 
& Shoe Recorder, 239 West 39th Street, New 

York, N. Y. 





New York City—Resident Salesman is 
open for strong lines of popular 
priced shoes for volume buyers. Com- 
mission basis. Al references. 


Address D-727 
Care Boot & Shoe Recorder 
239 West 39th St., New York, N. Y 

















FOR SALE 





OR SALE—Family shoe store in Mt. Carmel, 

Pa.; on main street; cheap rent Address 
D-722, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








FOR RENT 





N aggressive, popular-priced ready-to-wear 
store expanding to twice present size and | 
stalling new fixtures will lease LADIES’ SH 3 
DEPARTMENT on a percentage basis. Store 
firmly established in Indiana city of 25,())0) 
with additional trading area of 75,000, offers 
most unusual opportunity to live wire operators. 
Prompt action necessary. For further informa 
tion. Address D-721, care Boot & Shoe ke- 
corder, 239 West 39th Street, New York, N. 











Minimum charge 75 cents. 





CLASSIFIED ADVERTISING RATES 


| 
The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. | 
For all other classified advertisements the rate is 7 cents per word. Minimum charge | 
$1.25. When a box number is desired twelve words should be added for the address. 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
= Advertisements for this page must be in our New York office on Friday of the week preceding publication. 4 


In all other cases each 
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When writing advertisers please mention Boot and Shoe Recorder 
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FOR SALE 


BUSINESS OPPORTUNITY 


67 








HOTELS 





ULLY equipped ladies’ popular price shoe 
store. Five years same location in heart of 
city. Reascnable rent. Present stock fourteen 
handred pairs. Modern and fixtures all twenty- 
a hundred dollars cash. Quick action neces- 
Cook, agent, 464 First Avenue, 

No qth St. acne Florida. 





WANTED TO PURCHASE 











Money in Foot Correction— 


BE A TECHNOPEDIST 


Our graduates are building successful practices 
in this new and dignified profession. Home Study 
Course, including working models and equipment, 
furnished at low cost. Easy terms. Write. 


THE TECHNOPEDIC INSTITUTE 
140 Boylston St. Boston, Mass. 




















POSTER @ DEUTSCH 


MERCHANTS’ NEEDS 





436 Grand St., New York City 





Phone Dry Dock 4-0352 
—BUY FOR CASH— 
entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed Transactions confidential 











Buyers of Surplus Stocks 


We will buy surplus or entire og of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJ ECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 











“THE INA” 


To Retail from 50c to $1.00 





THE SEASON’S LATEST CREATION 


These ribbon hows are carefully constructed of 


finest silk grosgrain ribbon. Colors: Blue and 
white, brown and white, red and white, black and 
white or any color conbination desired. Clip on 


each bow. Prompt deliveries. 
We beautify the Opera Pump with a Bow of Art 
$2.40 per doz. Pairs—Less 2-10-E.0.M. 


BOW-ART CO. 
903 HOME ST. BRONX, N. Y. 











WE BUY 


Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 











Entire or Surplus Wholesale and Retail Takes Over Store 


DETROIT, MicH.—William Schulman 


tonians, Ete. has taken over the store at 7115 West 


pag ath bod Warren Avenue, formerly run under 
89 Reade St. Cor. Church the name of M. Schulman, at the West 


Phone Barclay 7-7887 _ New York City | Warren Shoe and Leather Company. 














MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 











PEP UP YOUR SPRING WINDOWS 


WITH ATTRACTIVE 
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Lavender and Green 
design on peach back- 
ground. 


White board; 
ata at tee ‘mound 


6 dozen @ $1.10... OR... 


Available in the Popular Denominations or Blanks 


SEASONAL WINDOW DISPLAY CARD SERVICES 


including harmonizing price tickets are sold to but ONE shoe merchant in a 
locality. Perhaps the exclusive franchise is open to YOU. WRITE FOR DETAILS. 


CHECK WITH ORDER, PLEASE, UNLESS C.O.D. 
SHIPMENT IS PREFERRED 


Merchants’ Service Dept. 


BOOT AND SHOE RECORDER 


209 So. State St., Chicago, Ill. 


Write for Samples 





PRICE TICKETS 

















| #95 
Pale green board; Cream board; silver 
lavender flower; dark bar and dark blue 
green trim. trim. 


12 dozen @ $2.00 








‘SBOSTON... 
Stay at the 





At Kenmore Subway. 


All U. S. Routes lead 
to the Kenmore. 





© Modern, comfortable .. . convenient 
to shopping, business, the theatres. 
Ample parking space. 


© Outside rooms, each with tub, 
shower and circulating ice water. 


© Excellent food, moderately priced, 
in the Empire Room and English Grill 
Room and Bar. 





Write for Booklet’ Historical Boston’’ 


HoTet KENMORE 


Commonwealth Ave. at Kenmore Sq. 
COLYAR P. DODSON, Manager 
One of Boston's Newest and Finest Hotels 











Strict Credit Code 


MILWAUKEE, WIS.—The new strict 
provisions of the credit code of the 
Associated Retail Credit Men of Mil- 
waukee will go into effect June 1, 
Eugene Paulus, new president of the 
organization declares. 

Under the code retail credit buyers 
must not be delinquent more than 90 
days on open accounts or they face 
denial of credit at the cooperating 
stores. Through the Association of 
Commerce credit bureau records are 
kept on paying habits of all credit 
patrons. To be delinquent more than 
90 days at any one store means denial 
of credit at all other stores. 





Store Closing 


MONTGOMERY, ALA.—The Rainbow 
Slipper Shop, 24 Dexter Avenue, has 
disposed of its lease and is closing out. 
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TRADE LITERATURE 








Handsome Children’s Catalog 


New York, N. Y.— Orthopedic 
Shoes, Inc., distributors of Ground 
Gripper, Cantilever, Physical Culture, 
and Dr. Kahler Shoes, have just is- 
sued a handsome portfolio describing 
their new Physical Culture Children’s 
Shoes. The story of the research back 
of their development is interestingly 
set forth, including an account of how 
the “six indispensable features” char- 
acterizing these children’s shoes were 
determined, together with a complete 
plan for merchandising the shoes. The 
porfolio should prove helpful to any 
merchant contemplating entrance into 
this large and profitable field. A copy 
may be had by addressing Orthopedic 
Shoes, Inc., 11 East Thirty-seventh 
Street, New York. 


New Dealer Helps 


MILWAUKEE, Wis.—Huth & James 
Shoe Company has gone in for some- 
thing different this season, by sending 
out a stiff card broadside with five 
folds 13% in. high, showing their Sum- 
mer line-up of “Modern Miss” whites 
and sports, and along with this a dealer 
help book showing all of their mats for 
newspaper ads, featuring styles on 
which their stock service is given. 





New French Room 


CLEVELAND, OHI0—The Stone Shoe 
Co. has just installed a new French 
Room dedicated to the needs of the 
younger clientele. The idea is that of 
J. Harold Roberts, manager of the 
Stone chain. 

“The need for shorter vamps and 
rounder toes is evident,” says Mr. Rob- 
erts, “and young people like the more 
exclusive club-like surroundings.” This 
is the thought behind the new depart- 
ment. Cleveland, he feels, needs a de- 
partment of this kind and French foot- 
wear types will be carried here. 
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BOOTS AND SHOES 
Ault-Williamson Shoe Co., Auburn, Me... 53 


Bett Shoe Co., Philadelphia, Pa.......... 60 
Bleecker Shoe Co., New York City........ 49 
Cambridge Rubber Co., Cambridge, Mass... 7 
Chase, W. 8., Sons, Haverhill, "ae 62 
na a Edwin, & Sons, Inc., 


. Weymouth, 
58 


Enna Jettick Shoes, Inc., Auburn, N R 
Excelsior Shoe Co., Portsmouth, O....... 

Firestone Footwear Co., Boston, Mass... .38-39 
Florsheim Shoe Co., Chicago, Ill........... 8 
Friedman, B., Shoe Co., New York City.. 48 


Gilbert Shoe Co., Thiensville, Wis......... 1 
Green Shoe Mfg. Co., Boston, Mass. Back Cover 


Hannahsons Shoe Co., Haverhill, Mass.... 60 
Lazarus Fried & Sons, Inc., New York 
RE cioant tad bikes sctn es eed anenc hoes iene 48 
Levy Bros. Shoe Co., New York City...... 48 
Lion Shoe Co., Inc., New York City...... 49 
Mondl Mfg. Co., Oshkosh, Wis............ 58 
Morris Shoe Co., New York City.......... 49 
Mrs. Day’s Ideal Baby Shoe Co., Danvers, 
me REAR peak eh Prints ANE DR dS 1A 58 
Old Colony Shoe Co., Brockton, Mass...... 58 
Racine Shoe Co., Racine, Wis............ 55 


Reece Wooden Sole Shoe Co., Columbus, Neb. 62 
rig or & Rand, St. Louis, Mo. 35 


Saks, M. oe Corp., New York City... 48 
Shoe Fashicn Soella, Ine., New York City.. 
Swan Shoe Co., Baltimore, hs sebeschens 


Tweedie Footwear Co., Jefferson City, Mo.. 10 


United States Rubber Co., New York City, 
Front Cover 


Vaughan-Towle Co., Wakefield, Mass... .54-60 
Weiss, J., Shoe Co., Ine., New York City.. 48 


LEATHER AND OTHER MATERIALS 
Colonial Tanning Co., Boston, Mass....... 4 
Evans, John R., & Co., Camden, N. J... .30-31 
Goodwear Tire & Rubber Co., Akron, O. .26-27 


Hubschman, E., & Sons, Philadelphia, Pa., 
2nd Cover 


Kistler Leather Co., Boston, Mass......... 37 


Lima Cord Sole & Heel Co., Lima, O., 
3rd Cover 


Neumann, R., & Co., Hoboken, N. J...... 64 

Spaulding Fibre Co., No. Rochester, N. H., 
36a-36b 

Surpass Leather Co., Philadelphia, Pa.. 47 


Zapon Company, Stamford, Conn......... 46 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Compo Shoe Machinery Corp., Boston, Mass. 2 
Fitz-On Sales Corp., Worcester, Mass..... 57 
Mears, Fred W., Heel Co., Boston, Mass... 57 
2-in-1 Shinola-Bixby Corp., New York City. 41 


United Shoe eoenaned Corp., Boston, 
BDL <a coc peudestesn gi eee eesuvesees 45-50-63 


SHOE ACCESSORIES 


Bow-Art Co., Bronx, New York........... 67 
Scholl Mfg. Co., Chicago, Ill.............. 5 
Simplex Shoe Tree Co., Chicago, Ill...... 64 





Reopens College Boot Shop 


Satt LAKE City, UTAH—A. T. 
Thourp has re-opened the former Col- 
lege Boot Shop, which was previously 
controlled by Z.C.M.I. and was man- 
aged by Thourp. According to him 
no changes have been made except thai 
he has changed the name of the store 
to the Campus Boot Shop and that he 
is now operating the store independ- 
ently. 


Special Hosiery Promotion 


CuHicaco, ILL. — A special promotion 
by Marshall Field and Company featur- 
ing interesting displays of hosiery was 
elaborately staged with vivid back- 
grounds and machinery in action. 

In the display “the Mexican invasion 
of fashion” gives the keynote, and 
selected stockings are shown against a 
background of murals showing gay 
Mexican scenes. “Here,” says the poster 
announcement, “are four new hosiery 
shades pulsing with the beauty and 
glamour of that land across_ the 
border.” The four shades are “Mesa, 
dark glowing tone to go with costume 
colors”; “Rio, an enchanting shade to 
wear with blue’; “Sombrero, a flatter- 
ing clear tone everyone can wear”; and 
“Mexicana, to be worn with gay colors.” 
This display offers many suggestions 
for a retailer who wants to play up 
something new and catchy in his hosiery 
department. Below this gay showing 
is a case containing hosiery in the mak- 
ing, beginning with six soft silk cocoons. 








STORE EQUIPMENT 
Grand Rapids Store Equipment Co., Grand 
pe ar Se in ee 
MISCELLANEOUS 


American Weekly, New York City........ 3 
DeWitt Operated Hotels.................. 5% 


Hotel Fdison, New York City............. 61 
Hotel Kenmore, Boston, Mass............. 67 
Hotel LaSalle, Chicago, Ill............... 55 
Hotel Piccadilly, New York City.......... 56 


Irvin Rubin, New York City............. i 
Kirsch-Blacher Co., Inc., New York City.. 67 


Marbridge Building, New York City....... 61 
Poster & Deutsch, New York City........ 67 
Technopedic Institute, The, Boston, Mass.. 67 
Walk Eze, New York City.............+. 62 
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‘S 
VITALITY Ortering an unusually broad range of models, 
1934 materials and sizes unique in its field, Vitality 


again leads the parade for Fall. 


FA L L L | N E Styled in accord with the latest Fall fashion 


trends, built to all-leather quality standards, these 
smart, Vitality shoes are priced to assure dealers 
liberal profit margins at attractive retail prices. 


tur- Each shoe is constructed on the popular Vitality 


_ a Health Shoe principle which assures to the wearer, 
acKk- - 
smartness, fit and vitality. 

sion : - ae ” Pp = 
and The Vitality Shoe Company takes pride in main- 
je | taining a fast and outstandingly extensive in-stock 
‘a service which assures faster turn-over, lower inven- 
_ | tory investment and increased profits for dealers. 

e 
sm : VITALITY SHOE COMPANY «® ST. LOUIS, MO. 
e to ; Branch of International Shoe Company 
ter- 
and 
rs. , WOMEN’S MEN'S BOYS’ CHILDREN’S 


a AAAAto EEE AAA toG A toE Complete widths 


up : : : and sizes 
iery Sizes2to11 Sizes5 to 14 Sizes 1 to 6 Ptenennedinn 


ring $6 and $6.75 $5 and $6 $4 and $4.50 to size $2 to $5 


1ak- 


ons. Vitality Growing Girls’ and Thrift Grade Shoes for Women $5.00 


IVPALI TY 


J Le «<! NATIONALLY ADVERTISED IN 
7NESS NS VOGUE ’ LADIES’ HOME JOURNAL » MC CALL'S 
PHOTOPLAY » GOOD HOUSEKEEPING 


. 
-& 
~y 
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G. LEVOR & CO., ING. 


GLOVERSVILLE 
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OUUrSTANDION G because the 


tannage “stands up. Pure white that 


stays white....leather made from 





choicest selections of raw stock from 
all world markets . .. . produced in vol- 
ume throughout the year by specialists 
and priced accordingly .... easy to 
keep clean because its washable. Easy 
to sell in shoes because satisfactory 
wear in all climates is certain. Feature 
the brand and its advantages for your 


greater success! 
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A New Principle 


In 


FOOT SUPPORT 


Starting with a study of foot structure and its per- 















formance in motion, a scientist believes that he has 
discovered a new principle in foot support. He has 
created a posture mechanism that is as revolutionary 
as a perfect automatic gear shift for an automobile. 


It is not complicated or costly, in fact so simple that 
the wonder is that someone has not thought of it 
before. But it took a life-time study of all forms of 
locomotion to arrive at this solution of foot 
functioning. 


It is now ready for inspection by interested shoe 
manufacturers who want a new “feature” in correct 
and orthopedic footwear. 


Address Dr. A., M.D. 
Boot and Shoe Recorder 
239 West 39th St., N.Y.C. 
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Cretan Calf is to smooth- 






finished leathers what Nor- 
wegian Calf is to “grains” 
—a superb medium for the art of the designer 
and the skill of the craftsman, and a traditionally 
fine example of Gallun’s vegetable tannage. 


Available in the season's authentic shades. 


GALLUN LEATHERS 


A. F. GALLUN & SONS CORPORATION, Milwaukee, Wis. 
ALWAYS STANDARDS OF EXCELLENCE 
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FITZ-ON SALES CORPORATION 
356 Franklin Street 
WORCESTER 


| 


MASSACHUSETTS 
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by specifying 


FITZ-ON 


removable 


TOP-LIFTS 


Fitz-on tops are wanted by every woman 
who sees them. 


They are entirely practical, and longer wearing 
than most other tops. 


They are available on shoes carrying any style 
of Cuban or Louis wood heels. 


Fitz-On top refills are not sold by cobblers — 
women can get them only from stores selling 
Fitz-On equipped shoes. 





The first retailers to sell shoes with Fitz-On tops 
in each city are reaping a tremendous sales 
advantage. 


Your shoe manufacturer can supply them upon 
demand at less extra cost than the profit on one 
sale of refills—the average is nearly three such 
soles for each pair of shoes. 





FRED W. MEARS HEEL CO. Ine. 
140 Federal Street 
BOSTON 
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@ HUSKY . . - becouse they of the @ SURE-FOOTED « e « because specially designed soles |, because Ball-Band Sport always fit per- 
finest materials and reinforced from heel to that they 9p the ‘and hold firm on the most slippery surface. fee : @ light in weight and comfortab! And they give 
can “take it.” Every step costs less because they weer longer, You can certainly “9° places” with these Ball-Band Sport Shoes! the lashing speed ‘and the fine footwork that help win games. 
into Ball-Band 2 acientifically-tested and approved pattern. It hugs the ankle smartly. 
The weave of the cloth permits proper ventilation. 


Make sure your next pair of sport shoes bea 
fs . trade-mark. See the new colors, the snappy * 

KLEEN insole does not perspiration oF : the great vari 
Ut stays clean, as nanan until the shoe Le ‘ 2 Ball-Band dealer's. Tryon 2 pair. 


out—and that takes a long, long time. 
these better sport $ 


Then there’s Ball-Band fit and comfort— famous for more , 
> Woolen Mfg. Co-, 4Qi Water Street, Mishawaka, Indiana. 


than 4O years. Every Ball-Band Sport Shoe is mede over 


LOOK FOR THE RED BA BETTER SPORT SHOES 


BALL 


rs the Red Ball 
tyles and 
jety of sure-footed soles for 1934, at your 
See how fine they look 


—how well they fit—what a new feeling of confidence 
hoes give you. Mishawaka Rubber & 
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NEW 
McNEELY CASTLE 
MARRONA (Chestnut Brown) 25. 162 
TAILLEUR GREEN .... — 1141. 
INDIAN COPPER ...... 28. —_—.. 
FRENCH MAHOGANY.......... 74... 1450. 
GES GROWN Www... 5 OM.  - 
BISCAY BROWN —_ 90. . 
GUN GREY ... Mere tae. 76. 
rs 73. 
FAWN BROWN ................. _— 
a rf 1335. 
SPRING TAUPE —. _—.... 
BLACK .... —_— BLACK 
SATIN MAT _ — 
* 
MEN’S COLORS 
McNEELY 
“ MEXITAN _ ere 
LONDON BROWN 28. 
* 


ALLIED KID COMPANY 


209 SOUTH STREET, BOSTON, MASS. 


McNeely — New Castle — Quaker City — Standard Kid 


OFFICIAL COLORS 
IN GLAZED KID 











Co, 


MW” 


WOMEN’S COLORS 








a ae 
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QUAKER 

CITY STANDARD 
oo 
a 16! 
% +32 
sa 176 
— 222 (Leaf) 
aa 35 
degicce city 
BLACK — 
SILKID ae 

QUAKER CITY 

10 
20 
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